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Newsstand Dip 
Held Normal by 
Most Publishers 


Macfadden Report Shows 
Gross Income Up, Net 
Down For First Six Months 


New YorK—Macfadden Publica- 
tions last week reported $7,627,673 
in total revenue for the first half 
of 1949 as compared to $7,403,359 
for the same period last year, with 
advertising sales at $3,600,081 for 
six months as compared to $3,701,- 
230 in 1948. 

The net profit after taxes, how- 
ever, dipped from $264,327 to 
$213,248 because of the sharply 
contrasting results of the first 
and second quarters of this year. 
The first quarter was well ahead 
of 1948 with a net profit of $224,- 
883, but the second quarter plunged 
to a net loss of $11,635. 

This sudden drop, according to 
O. J. Elder, Macfadden president, 
came about when, “for some reason 
that no one in the publishing busi- 
ness has yet been able to explain, 
the bottom dropped out of the 
magazine market and sales took 
a terrific drop beginning with the 
April issues...How long this 
slump in magazine sales will con- 
tinue is anyone’s guess. No one can 
predict when the upward turn will 
come.” 


# A quick check of other pub- 
lishing houses doesn’t indicate the 
slump is of alarming proportions. 
The sharp slump in newsstand 
sales in May of last year affected 
many consumer publications but, 
reportedly, Macfadden escaped it 
to a considerable extent, making 
this year’s drop more noticeable. 

Consensus is that the more or 
less general slide in sales is merely 
seasonal and follows the prewar 
pattern. In this connection, Francis 
D. Pratt of Time, Inc., points out 
‘that before the war this period 
often brought more marked sales 
irops than this year. Time and 
Life, he reports, are off slightly 
ym newsstands for the first half 
f this year, as compared to last, 
yut increased subscriptions have 
nore than compensated for the 
trop. 


s Moreover, in some cases, the 
o-called “slump” has had only 
iegligible effect. Alan Adams of 
“‘awcett Publications (which de- 
ends largely on newsstand sales), 
ays the company sold 15,500,000 
inits a month this year for the 
irst half, about 1,700,000 ahead of 
he same period in 1948. True has 
iveraged more than_ 1,300,000 
(with a guarantee of 1,200,000) 
ind sold 93% of its newsstand 
copies during the first half of the 
year. Today’s Woman, also Faw- 
cett, was well ahead of 1948 with 
an average of 1,046,677, and the 
company’s comic books were sell- 
ing around 1,500,000 units monthly 
above last year. 

These figures, of course, are 
taken from the publisher’s state- 
ment being submitted to the ABC 


(Continued on Page 47) 
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YOU TAKE YOUR CHOICE—If you want to “help stop” tooth decay with the aid 


of “dental science,” 


you follow the advice of Colgate’s dental cream on Page 49 


of the Aug. 13 Saturday Evening Post. If you want to “prevent tooth decay” with 
the aid of “scientific research” you turn over to Page 91 of the same issue of the 
Post and get a pitch on Colgate ammoniated tooth powder. 


Pine-Sol Drives 
into Chicago, 
10 Other Cities 


Pine Oil Processor 
Plans Entry into 20 
Other Cities by March 


JacKsON, Miss.—When financier 
R. E. Dumas Milner purchased 
Magnolia Chemical Co. last fall, 
he was convinced that pine oil, 
distilled from the stumps of pine 
trees, could be turned into a big 
business. 

After six months of hard-hitting 
advertising, sales promotion and 
merchandising, Mr. Milner appears 
to have proved his point. 

For many years, pharmacists and 
physicians have known about the 
disinfectant and cleansing proper- 
ties of pine oil preparations. How- 
ever, consumer use of pine oil dis- 
infectant-cleaners has been con- 
fined primarily to the Deep South. 

A number of companies had been 
marketing such products for years, 
but never used advertising ex- 
tensively to boost sales. Magnolia 
Chemical, for example, had built 
a nice business packaging its Pine- 
Sol for industrial and institutional 
users, had sold consumer-size bot- 
tles in grocery stores in Louisiana, 
Mississippi and Texas, but had 
never backed its sales with large- 

(Continued on Page 46) 
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Voice of the Advertiser 


Coupon Ads Draw 
Flood of Future 
Bonwit Customers 


Latest Hoving Women’s 
Specialty Shop Opens 
in Chicago Aug. 24 


Cuicaco—Bonwit Teller, which 
will open its latest women’s spe- 
cialty shop here Aug. 24, happily 
swamped itself last week with 
charge accounts it knows will pay 
off. 

The store’s future customers 
were lined up in advance, by mail 
and telephone, through a novel 
page advertisement in the Aug. 7 
Chicago Tribune and smaller fol- 
lowup copy in the Tribune and 
Chicago Daily News, all built en- 
tirely of coupons. The page ad an- 
nounced: “If you have an ac- 
count with any store in Chicago 
you can have an account at Bon- 
wit Teller” and carried 12 identi- 

(Continued on Page 41) 


Publishers See Huge 
Rise in Mail Costs 


Senate’s Postal Bill 
Socks Publications 
with Stiff Increases 


WASHINGTON—House and Senate 
post office committees worked last 
week toward the completion of 
legislation boosting postage rates 
on Jan. 1. 

The Senate committee had two 
secret sessions on the $114,000,000 
increase plan worked out by a 
subcommittee under Sen. Matthew 
Neely (D., W. Va.) as a substitute 
for the $300,000,000 program sub- 
mitted by Postmaster General 
Jesse Donaldson (AA, Aug. 8). 

Senate committee discussions 
bogged down on the plan for a 
2¢ postcard. Committee sentiment 
is heavily in favor of a 2¢ rate 
on postcards used for advertising 
and other commercial purposes, 
but a sizable group, led by Sen. 
Russell Long (D., La.), is offer- 
ing an amendment retaining a 
one-cent card for personal corre- 
spondence, and for religious, fra- 
ternal and philanthropic organiza- 
tions. 


a Though the committee has not 
reached a decision on the post- 
card, it is moving ahead next 
Tuesday on the plan for a $15,000,- 
000 increase on publisher’s second 
class. 

Official copies of the Neely plan, 
available Tuesday for the first 
time, confirmed reports that the 
second class increase falls almost 
entirely on nationally distributed 
newspapers and magazines. 

Rates on weekly newspapers 
with circulations of 5,000 or less, 
and dailies of 10,000 are un- 
changed, except for a one-eighth 
cent minimum for delivery on 
RFD and star routes. 

The over-all second class in- 
crease amounts to 35% but some 
publishers say the increase for 

(Continued on Page 41) 


Last Minute News Flashes 
Publicker Shifts Agencies on Two Whiskies 


PHILADELPHIA—Publicker Industries will place the advertising of Old 
Classic whisky with Cecil & Presbrey, New York, effective Sept. 1. The 
account was formerly handled by Al Paul Lefton Co. The company’s 
Old Hickory whisky will go to Walter Weir, Inc., from J. D. Tarcher 


& Co. 


Gillett, Sergenian Elected Y&R V. P.s 


New YorK—Roland Gillett, television supervisor, and Fred S. Ser- 
genian, art department manager, have been named vice-presidents of 
Young & Rubicam. Mr. Gillett joined the agency several months ago 
as producer of the Fred Waring TV show. Mr. Sergenian has been with 


Y&R since 1934. 


Bristol Stopping Penicillin, Streptomicin Ads 


New YorK—Bristol Laboratories, division of Bristol-Myers Co., 


is 


canceling advertising contracts placed through Doherty, Clifford & 
Shenfield due to competitive conditions in the market for penicillin 
and streptomicin. John J. Mulcahey, sales promotion manager, will 
take over the role of advertising director of the division. 


Hickerson Agency Opens New Chicago Branch 


Cuicaco—J. M. Hickerson, Inc., 


agency with offices in New York 


and Washington, has opened midwestern offices at 333 N. Michigan 
Ave., Chicago. Robert Potter, Howard Lampman and Robert Potter Jr., 
formerly with C. C. Fogarty Co. here, will be associated in the new 


Hickerson branch. 


(Additional News Flashes on Page 45) 


Distillers Loath to 
Use Radio—Except 
Schenley, That Is 


New YorK—The liquor industry 
emphatically denied last week it 
had any intention of invading ra- 
dio. The Distilled Spirits Institute 
—representing some 70 companies 
(but not Schenley, which is shop- 
ping the radio field) —declared the 
distillers are opposed to such a 
move. 

Howard T. Jones, executive sec- 
retary of the association, called at- 
tention to the voluntary code, with 
its prohibition on radio advertising. 
He said the code had been followed 
by the distilling industry at large, 
not just by DSI members. 

“The inference has been that 
the liquor industry is behind the 
move to get on the air... That 
inference I emphatically deny. If 
certain distillers who are members 
of the institute have made over- 
tures in that direction, our organi- 
zation as such has no control over 
their actions, but we definitely are 
not in accord wtih this attempt to 
upset a long standing precedent,” 
he said. 

Mr. Jones declared: “We def- 
initely are opposed to any move 
which will unquestionably stir up 
controversies and animosities and 
upset the mutual relationship we 
have established.” 


# Schenley took no notice of the 
DSI statement. Did it make any 
difference to Schenley’s announced 
plans for network radio, AA asked 
the company? None at all, said a 
spokesman. 

He conceded that no contracts 
with networks have been signed 
as yet (but ABC was reportedly 
all set to sign). Schenley agencies 
have been trotting out shows for 
the distiller’s approval. 

There are currently no national 
laws prohibiting radio advertising 
by a distiller, although statutes 
of 13 states ban such advertising. 


FC&B Wins Out Over 
Host of Competitors 
to Get Acme Account 


SAN FraANcisco—Acme Breweries 
last week named Foote, Cone & 
Belding to handle its account. 

The agency appointment fol- 
lowed a hammer-and-tongs battle 
for the $1,000,000 account, which 
for 17 years had been part of the 
Brisacher, Wheeler & Staff list. 

The account solicitation involved 
a large number of agencies, which 
was eventually narrowed to 11. 
The bidding agencies included Bat- 
ten, Barton, Durstine & Osborn, 
whose president, Ben C. Duffy, 
and executive vice-president in 
charge of western offices, J. C. 
Cornelius, flew West for the com- 
petition. 

Acme, a regional advertiser, uses 
newspapers, outdoor and radio. 
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Heads CED Research Group 


Marion B. Folsom, treasurer of 
Eastman Kodak Co., Rochester, N. 
Y., has been elected chairman of 
the research and policy com- 
mittee of the Committee for Eco- 
nomic Development, New York. 
He succeeds Philip D. Reed, Gen- 
eral Electric Co.’s board chairman. 
The research and policy committee 
conducts research and publishes 
recommendations on current eco- 
nomic problems. 


To Doyle-Dane-Bernbach 


Doyle-Dane-Bernbach, Inc., New 
York, has been named by A. C. 
Gilbert Co., New Haven, Conn., 
to handle the advertising and mer- 
chandising of all its electrical ap- 
pliances, with the exception of the 
Vitalator. 


Wiles Heads Pace-Wiles 


V. Kirk Wiles has been elected 
president of Pace-Wiles, Hunting- 
ton, W. Va., agency, to succeed 
Charles M. Pace, who has not been 
active in the operation of the agen- 
cy since his affiliation with the 
Allegheny Home Appliance Co., 
as sales promotion manager, a year 
ago. Mr. Pace has been elected a 
vice-president of the agency. 


KCBS Appoints Buckalew 


Edwin Buckalew, formerly west- 
ern division station relations man- 
ager of Columbia Broadcasting 
System, has been appointed local 
network sales manager of Station 
KCBS, San Francisco. Hugh J. 
Stump, formerly with WKRC, Cin- 
cinnati, has joined the sales de- 
partment of KCBS. 
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Standard Oil (Indiana) 
Signs for First Video 


Standard Oil Co. (Indiana) will 
make its bow in television this 
fall with sponsorship of a new 
Wayne King program over five 
or six NBC stations in the Mid- 
west. 

The “Waltz King’s” orchestra, 
in its video debut, plus Detroit’s 
Don Large chorus and vocalists 
Nancy Evans and Harry Hall, will 
be telecast Thursdays, 9:30-10 
p.m., CST, starting Sept. 29. The 
program will originate in NBC’s 
Chicago studios. McCann-Erickson 
is the agency. 


Cahill Heads Coleman 


John J. (Jack) Cahill has been 
made president of W. F. Coleman, 
Pacific Coast publishers’ repre- 
sentative, succeeding Mr. Cole- 
man, who will continue in an 
advisory capacity and as a director 
of the company. Mr. Cahill also 
will continue as head of the San 
Francisco office. Other new of- 
ficers are: E. A. Potter, vice-pres- 
ident, and Ruth Bartels, secretary- 
treasurer. Offices are located in 
Seattle, San Francisco and Los An- 
geles. 


e)>) 
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Smile! Just think of your advertising results 
in the Des Moines Sunday Register 


And remember, there’s no “under exposure” about the 
Des Moines Sunday Register’s 500,000 circulation. Nothing 
“negative” in the way it completely dominates 83 of lowa’s 
99 counties, with family coverage ranging from 50% to 
100%. And it reaches at least 25% of the families in each 
of the other counties, for a state-wide average of 70%. 


And what a state! With an urban market out-spending a 
city like Boston, plus the nation’s first farm market, lowa 
spends 5 billion dollars a year. Now that’s a picture worth 


developing... 


and with the Des Moines Sunday Register 


you can focus on 7 out of 10 Iowa families for a milline 


rate of only $1.66. 
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PACKAGES A STATEWIDE URBAN 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


THE DES MOINES REGISTER ann TRIBUNE 


ABC Circulation March 31, 1949: 
Daily, 368,165—Sunday, 513,001 


Basic Member American Newspaper Advertising Network 


Video Is Sales 
Medium Too, Says 


Commerce Report 


Will Help Move More 
Goods than Ever Before, 
Bennett Study Predicts 


WASHINGTON—Many advertisers 
will look at television as a sales 
medium, as well as an advertising 
medium, and, because of ifs char- 
acteristics, television may have to 
be included in both the sales and 
advertising budget, a Commerce 
Department study issued last 
weekend suggests. Many companies 
will have to decide whether it will 
have to be under control of their 
sales departments or the advertis- 
ing departments, says Philip A. 
Bennett, industrial economist in 
the general products division of 
Commerce, who wrote the report. 


a “In some companies, particu- 
larly in the durable goods indus- 
tries, the control may properly be- 
long in the advertising depart- 
ment,” he says. “In other com- 
panies, particularly those in the 
consumer goods field, the control 
may be placed under the sales 
department to make a unified and 
coordinated sales and merchandis- 
ing effort.” 

The report, “Television as an 
Advertising Medium,” available 
for 60¢ from the Superintendent 
of Documents, U. S. Government 
Printing Office, Washington 25, 
D. C., contains a coverage map of 
the 75 stations on the air and 42 
under construction. In addition, it 
lists station rates, set installations 
and market studies for each of 43 
areas served by television in July. 


a The report predicts that tele- 
vision “will create new desires and 
needs and, together with all other 
advertising media, will help in- 
dustry move a far greater volume 
of goods than ever before. 

“As a result,” it says, “advertis- 
ing budgets should increase all 
along the line.” 

It points out that advertising’s 
wartime and postwar expansion 
failed to keep pace with the growth 
of national income. From 1935 to 
1939, advertising expenditures 


ranged from 2.8 to 3% of nationa 
income. In 1944, it dropped t. 
15%, and by 1948 had recovere 
only to 2.1%. 


ws “If advertisers in 1949 were t 
spend 2.8% of the national in 
come, as they did in the peric 
of 1936 to 1939, and if estimate: 
national income of $215 billio: 
is employed as a base, adver 
tising expenditures. would excee: 
the estimated 1948 peak of $4. 
billion by $1.2 billion,” Mr. Ben 
nett says. 

Referring to the dip in gross na- 
tional product that has been un.- 
der way since the first of th« 
year, “notwithstanding the larg: 
amount of liquid savings on hand,’ 
Mr. Bennett writes: 

“It would appear therefore that 
more advertising is needed to stim- 
ulate demands if industrial and 
commercial activities are to rever' 
to their 1948 levels. 

“Additional advertising appears 
necessary to keep the national 
products moving into consumer 
channels if the economy is to con- 
tinue expanding.” 


Drug Chains Hope to Hit 
‘48 Christmas Volume 

Athough Christmas sales will be 
harder to make than last year, 
chain drug store executives hope 
to equal 1948 holiday volume by 
promoting lower-price merchan- 
dise, according to a recent Chain 
Store Age survey. 

Some buyers who looked over 
the first samples of Christmas 
goods last month adopted a “wait 
and see” attitude on prices, the 
publication found. Others, how- 
ever, were inclined to buy prompt- 
ly on good items in order to get 
early shipment and run pre-sea- 
sonal promotions. Value-conscious 
buyers were said to be looking 
for merchandise retailing for a 
dollar or less. 


Detroit Adcratt Elects 

Charles B. Lord, retail advertis- 
ing manager of the Detroit Times, 
has been elected president of the 
Detroit Adcraft Club. Other of- 
ficers elected are: Hugh W. Hitch- 
cock, director of advertising and 
public relations of Packard Motor 
Car Co., lst vice-president; Lee 
Vogelsang, sales executive of 
Walker & Co., 2nd vice-president; 
James B. Jones, Detroit manager 
for Scripps-Howard Newspapers, 
secretary of the board, and Law- 
rence R. Nelson, secretary-treas- 
urer of Campbell-Ewald Co., treas- 
urer. Harold Hastings has been 
elected to his 25th consecutive term 
as secretary-manager. 
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production of fine printing plates. Our management 
has had 45 years’ experience in all phases of the Graphic 
Arts Industry. We know we can give you satisfaction. 
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Arthur, Bing, Como 
Star in New ‘ABC’ 
for Chesterfields 


New YorK—Liggett & Myers 
Tobacco Co. this year is putting its 
money on “Arthur, Bing and 
Como” as the right combination. 

The radio artists haven’t started 
taeir fall assignments for the cig- 
eret maker yet, but they are al- 
ready doing a trio act on car cards 
where they suggest, “We say al- 
ways buy Chesterfields.” 

If Newell-Emmett Co. is making 
any special plans on fall promo- 
tion for Chesterfield’s radio and 
video shows, it is keeping them 
strictly to itself. However, Liggett 
& Myers, which generally gives 
radio performers billing in maga- 
zine promotion, is expected to use 
the Arthur, Bing and Como com- 
bination in this fall’s advertise- 
ments. 

The “Supper Club,” currently 
heard Monday-Friday at 7 p.m., 
EST (NBC), will become a 30- 
minute weekly show when Perry 
Como returns to work on Sept. 8. 
New time is 10 p.m. 

Crosby will be on CBS, Wed- 
nesdays at 9:30 p.m., EST. 

Although it has not been an- 
nounced, Mr. Como reportedly will 
star in a television series over 
NBC-TV starting in October. The 
show has been penciled in for 
Sundays at 8. 

Frank Sinatra will take over the 
old Chesterfield across-the-board 
time spot in a new daily show for 
Lucky Strike. Batten, Barton, Dur- 
stine & Osborn has cleared the 
time for a September premiere. 


Marsteller, Melius Named 
Rockwell Vice-Presidents 


Wm. A. Marsteller, Chicago, and 
Robert P. Melius, Milwaukee, have 
been elected vice-presidents of 
Rockwell Mfg. 
Co., Pittsburgh. 
Mr. Marsteller 
has been mana- 
ger of advertis- 
ing and market 
research for the 
company for the 
past several 
years, as well 
as vice-presi- 
dent of Edward 
Valves, Inc., 
East Chicago, 
Ind. He has just 
completed two 
terms as presi- 
dent of National 
Industrial Advertisers Association. 

Mr. Melius was recently placed 
in charge of sales for the newly- 
created power tool division of 
Rockwell, which will market Delta, 
Crescent, Multiplex and Delta- 
Homecraft wood and metal work- 
ing tools. He has been with Delta 
for 19 years, and has been sales 
manager of the division since 1935. 

Rockwell Mfg. Co. operates 17 

ivisions and subsidiaries making 

wide variety of products, most 

{ which are in the industrial field. 


W. A. Marsteller 


Three Join DuMont Network 


G. I. (Gil) Berry, formerly sales 
anager of the central division of 
merican Broadcasting Co., has 
2en appointed sales manager of 
‘1e midwestern division of Du- 
font Television Network, effec- 
‘ve Aug. 15. John H. Bachem, 
ith the CBS sales force for the 
ist 11 years, and William M. 
oblenzer, who recently left Fred- 
‘cie W. Ziv Co. to open his own 
- ew York office to package AM 
‘ad video shows, have joined the 
//uMont Television Network’s time 
‘ad program sales department in 
ew York. 


‘amed Marketing Director 


Allen N. Seares, vice-president 
' Remington Rand, Inc., New 
ork, has been appointed director 
f marketing and of the company’s 
usiness machine and management 
mtrol division. He will have 
large of all domestic sales of sup- 
ies and systems equipment. He 
as formerly general manager of 
ie systems division. 


.. and plenty to 
spend for your 

products! Put = & 
your ads where the 
most money is . . before 2 
Dallas News readers. i . 


e fabulous Dallas Market .. the gree 
om! i Ca ea iy 
gg area served by Ihe News.. 


VING“POWER of $1,927,895,000° 


because Texans don’t 


in 
Ne mn ih 7 oN 
has annual Bi 


Our illustration may indicate more than typical Texan enthusiasm. . 
actually throw their money around (they’re really very discerning folks) but they do have the 


money! Yes, the great Northeast Texas area of thirty-seven counties... served by The Dallas 


CRESMER & 
represents a fabulous market for everything from school supplies to sport 


WOODWARD 
incorporated 
Representatives: 
New York 
Chicago 
Detroit 
San Francisco 
Los Angeles 


Morning News.. 


. from food and drugs to smart apparel .. from home furnishings to newest 


convertibles . 
electrical appliances. Put your advertising where the money to buy is. . before the readers of 


The Dallas Morning News! 


*Sales Management, May 10, 1949 
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Scott Plans Towel Drive : 


Scott Paper Co., Chester, Pa., 
will begin a national and local ad- 
vertising promotion for its new 
ScotTowels, said to be stronger, 
softer and more comfortable to use. 
The campaign will be designed to 
interest new users and to suggest 
additional uses for towel products. 
Albert-Frank-Guenther Law, New 
York, is the agency. 


Curtis Sales Up, Net Down 


Curtis Publishing Co. reports 
that its gross operating revenue 
was $71,610,652 for the first half 
of 1949, compared with $69,819,640 
for the same period of 1948. Net 
earnings after taxes dipped slightly 
from $3,268,492 to $3,245,679. 


‘ABC Sales Up 7%, 


But TV Causes Net Loss 


American Broadcasting Co. re- 
ports an estimated net loss of $46,- 
141 for the first six months of 1949, 
compared with a net income of 
$846,475 for the corresponding 
period last year. Sales for the first 
half of this year—$20,656,956— 
gained 7% over the 1948 figure of 
$19,324,553. The “substantial cost 
of television development” caused 
the sharp drop in net earnings. 


Sullivan Co. Appointed 


Conductive Hospital Accessories 
Corp., Boston, has named Daniel 
F. Sullivan Co., Boston, as its agen- 
cy. Trade publications in the hos- 
pital and allied fields will be used. 


Aa Showeard 


AND DISPLAY STUDIO 
17 WORTH WABASH AVE 
¢ 


* DISPLAY CARDS sai 
* POSTERS - SIGNS | 


eas fin f  . SALES PRESENTATIONS 
+ SCREEN PROCESS PRINTING 


Pay-as-You-Use 
Meter Plan Ups 
Appliance Sales 


Cuicaco—The “pay-as-you-use” 
plan for selling appliances, which 
employs a meter hooked up to the 
refrigerator, has resulted in a 
sharp increase in home refrigera- 
tion sales since the first week of 
July. 

Meters manufactured by In- 
ternational Register Co., Chicago, 
got a shot in the arm with the end 
of Regulation W. Merchants in 
cities across the country began 
running newspaper advertisements 
testing the appeal of the put-25¢- 
a-day-in-the-meter plan. 

First advertisements, many of 
them cooperative test insertions, 
featured the headline “no money 
down,” or showed a picture of a 


bank. Most of this type of copy 
flopped, and for several weeks 
there was some question as to the 
long-range importance of the meter 
idea. 


ws More recently, however, news- 
paper copy included a picture of 
a hand putting a quarter in a 
meter. The pulling power of this 
appeal has been most effective. 
General Furniture Co., Chicago, 
which ran a full-page ad in local 
newspapers two weeks ago (AA, 
Aug. 1), sold more than 2,000 
home refrigerators within ten days 
after the ads appeared. 

A South Bend, Ind., merchant 
placed an ad featuring the meter 
payment idea in a local paper 
which appeared on the street at 
5 p.m. By 6 o’clock that same 
evening, he had received 38 
phone inquiries and had made 22 
sales. In the first week, refrigera- 
tor sales totaled 254. 

Major manufacturers, their eyes 
cocked on all new angles for boost- 
ing sales, hastened to work out ar- 


Pure-bred Holstein-Friesans of the Harlequin herd of Mrs. 
L. T. Kountze grazing on the lawn of Clover Hall, Caldwell 
County, North Carolina, follow a custom recognized at 
Mount Vernon in the days of George Washington. In North 


SOUTHERN FARMS LEAD IN CAR AND TRACTOR GAINS 
AS CASH INCOME CONTINUES T0 INCREASE 


during 1948 over 1947, 9.9 percent to 7.4 per- 


For the first five months of 1949, farm cash 
marketing receipts in the 15 states in which 
Southern Agriculturist’s 1,104,737 circulation 
is concentrated increased 4.1 percent over the 
like period in 1948. Farm income in the re- 
maining 33 states is down 8 percent for the 


same period. 


The 15 Southern States led the balance of 
the nation in rate of automobile sales increase 


ADVERTISING POWER IN THE SOUTH 


Southern Agriculturist’s 1,104,737 circulation 
exceeds that of any other monthly or weekly 
A.B.C. magazine, urban or rural, in the 15 


Southern States. 


Each issue of Southern 


Agriculturist is delivered to more homes in 
these states than the combined subscription 


Buy the “TOP M | Ll li ON "term families that form 


the largest single reading group in the South—first in circu- 
lation—first in rate advantage—first in consumer value. 


*Source—“Implement & Tractor”, July 9, 1949. 


SOUTHERN > - 


VGRICULTURIST fg 


Nashville + Atlanta + Los Angeles +. New York + Chicago 


Carolina, registration of pure bred Holstein-Friesans has in- 
creased 297 percent in 10 years. In Virginia, Pinelee Posch 
Millie Girl recently produced 32,765 pounds of milk in 365 
days on 3 milkings a day—a new high for Holsteins. 


cent. They also led in the increased purchase 
of tractors, 9.4 percent to 8.1 percent, for the 
12 months preceding June 30, 1949, as com- 
pared to the previous 12 months.* 

The increase in tractor sales in the South 
since 1940 is 186.4 percent as compared with 
an increase of 100.7 percent in the remaining 


33 states. 


and newsstand delivery of any other maga- 
zine. In the rural field it has led for 36 consecu- 
tive months, and topped all urban magazines 
for 12 consecutive months. This circulation 
vitality stems from an editorial policy pat- 


terned to the South. 


rangements with distributors an 
dealers. By last weekend, refriger 
ator marketers participating in th 
program included Frigidaire, Ke) 
vinator, Norge, Coolerator, Ad 
miral, International Harveste: 
Crosley, Hotpoint, General Elec 
tric, Gibson, Norge, Westinghous« 
Philco and Sanitary. 


ws Other manufacturers also hav 
been exploiting the scheme fo 
other appliances. Deepfreeze ha 
been working with its dealers o 
home freezer sales, Crosley ha 
used meters on television set sale 
(AA, July 25), and Caloric ga 
range last week began the pro 
motion of a no-money-down, pay 
by-meter plan for its ranges. 

The plan, of course, is anythin; 
but new. About 1930, Internationa 
Register began selling meters fo: 
refrigerators. Department and fur- 
niture stores were the first cli- 
ents. About 1937, utility companies 
turned to the meter plan for sell- 
ing “low use” customers. 

In the decade between 1932 and 
1942, about 1,000,000 home re- 
frigerators and about 25% of all 
commercial refrigeration equip- 
ment was sold and paid for through 
daily deposit meters. The owners 
put a certain amount of money 
in the meter each day (usually 25¢ 
or more) and the retailer called 
once a month or so to make the 
collections. If the money was not 
put into the meter, the refrigera- 
tor cut off, so the collection prob- 
lem was greatly simplified. 


ws The merchant’s overhead on 
meter cost and collection is said 
to have averaged between 3 and 
4% per contract, which does not 
take into account the re-use of 
meters on subsequent sales. 

Repossessions in the decade 
from 1932-42 averaged about 4%, 
a survey of utility companies 
showed. Moreover, the monthly 
collection visits gave dealer sales- 
men an opportunity to sell ad- 
ditional merchandise on the plan. 

No matter what appliances are 
sold, the meter always is placed 
on the refrigerator (with the ex- 
ception of the Crosley video sets, 
in which a quarter will make the 
set play for an hour). When the 
appliance is paid for, the dealer 
removes the meter and gives the 
customer a receipt. 

In the recent upsurge of meter 
sales, however, many dealers have 
ordered the meters individually, 
and International estimates that 
about 420 furniture and depart- 
ment stores now use the device. 


Pet Milk, Miles Laboratories 
Change Broadcast Days 


Pet Milk Sales Corp. is moving 
its Pet Milk Show with Vic Da- 
mone from the current Saturday 
night spot to Sundays on NBC, 
9:30-10 p.m., CDT, starting Sept. 
4. Gardner Advertising Co. is the 
agency. 

Starting Sept. 12 the Quiz Kids 
television program, sponsored by 
Miles Laboratories, will be tele- 
cast on Mondays, 9-9:30 p.m., 
over NBC-TV network. The show 
was. originally scheduled for tele- 
casting on Wednesdays. 


Speirs Elected Export V. P. 
John C. Speirs has been elected 
vice-president of Standard Brands 
International, with responsibility 
for all Standard Brands subsidiary 
operations outside the U. S. 


Throughout the U.S.A, the best-informed 


EXPORT MANAGERS 


and 


EXPORT ADVERTISERS 
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12 Direct Radio 
clients Signed; 
25 Negotiating 


New YorK—Direct Radio Sales, 
ne., has launched “per inquiry” 
adio campaigns for 12 manufac- 
urers, has signed contracts with 
ive others and is negotiating with 
n additional 25 companies, Donald 
Withycomb, president, told AA last 
week. 

Orders have been received from 
about 30 stations for DRS-handled 
products, many of which are plas- 
tic utility items, he added. Mr. 
Withycomb declined to reveal the 
call letters of participating stations 
or to add to the list of six partici- 
pating advertisers named in the 

July 11 issue of AA. 

More than 100 stations in 39 
states have been lined up to handle 
Direct Radio’s clients. Requests for 
samples of products are coming in 
from other stations every day, he 
said. 


s “Three manufacturers are using 
our service to see how well radio 
can sell their products before go- 
ing into national spot or netwurk 
radic,” Mr. Withycomb states. 
“Most of our clients are small 
manufacturers who are trying to 
develop their distribution as a step 
toward becoming national adver- 
tisers.” 

Pointing out that one of the 
principal problems in direct radio 
sales is late delivery, Mr. Withy- 
comb said DRS may open regional 
distribution centers to speed up 
shipment for consumers. 

Most of the products offered by 
DRS to date are year-‘round items, 
but the company now is working 
on deals to handle seasonal items 
such as toys and baby chicks. 


= Meanwhile, Harold Kaye, presi- 
dent of the Mail Order Network, 
which is scheduled to start its pro- 
gramming on Sept. 19, said he will 
announce the names of stations 
affiliated with his group on Aug. 
22. He estimated the number of 
outlets may be below the original 
starting goal of 100 because of the 
“percentage of high-power stations 
interested in the project.” 

This network will provide pro- 
gramming designed to boost direct 
mail sales for its stations, which 
have a choice of compensation on 
a per inquiry or time basis on a 
sliding scale diminishing with the 
amount of time carried. 


Senate Approves McFarland 
Bill on FCC Procedures 


The Senate approved without 
lebate Tuesday the McFarland Bill 
5.1973) spelling out administra- 
ve procedures of the Federal 
munications Commission. 
Incorporating reforms which 
ve been urged by industry mem- 
crs for a decade, the bill is de- 
‘ned to speed the processing of 
plications, and to establish the 
plicant’s right of appeal to the 
urts. A section of the bill pre- 
nts commissioners from resign- 
z to take jobs in corporations 
ject to FCC jurisdiction. It 
ses salaries of commissioners 
mm $10,000 to $15,000. 


ardust Schedules Fall 
‘ive for Miracle Slip 


Stardust, Inc., New York, lin- 
rie manufacturer, will launch a 
| campaign for its Miracle slip 
September issues of 17 con- 
S mer magazines. The advertising 
S hedule will be 25% larger than 
| st year’s. Norman D. Waters & 
‘ ssociates is the agency. 

Ads will appear in Calling All 

rls, Charm, Glamour, Life, Look, 
cCall’s, Modern Screen, Modern 
/ omances, Motion Picture, Movie- 
‘nd, Movie Story, New York 
/ mes Magazine, Seven , Sereen 
ories, Sereen Guide and T 
oman, 


en 


Carpenter Quits WPOR Post 


Murray Carpenter has resigned 
as station manager of WPOR, 
Portland, Me., and as president of 
the Oliver Broadcasting Corp., 
owner of the station. Mr. Carpen- 
ter still has a 20% interest in the 
station. 


To Join National Airlines 


Walter Sternberg, formerly as- 
sistant vice-president of American 
Airlines, will join National Air- 
lines, New York, Sept. 6 as vice- 
president in charge of sales. 


D-F-S Names Riggio V. P. Merchandising Service Moves | Anne Verdi Names Hicks 


Frank N. Riggio, copy chief Drug & Liquor Merchandising Hicks Advertising Agency, New 
since 1944, has been appointed|Service has moved from Wood-| York, has been named to direct 
vice- -president of Dancer-Fitzger-| side, Long Island, to 21-34 44th| the advertising and publicity of 
ald-Sample, New York. Rd., Long Island City, N. Y. Anne Verdi, couturiere. 
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America’s fastest growing newspaper, 
The MIRROR, does it again! The third 
udbescedented circulation guarantee 

in less than a year. This time 
_ 175,000 daily net paid average, 
, effective October 11, 1949, for 


six months. Almost double 


the original gua rantee! 


new low rate ’ 


of only 35c per line. 
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Appoints Mendte Agency 

Lehigh Spinning Co., Allentown, 
Pa., has appointed J. Robert 
Mendte, Inc., Philadelphia, to 
handle its advertising. The com- 
pany, manufacturer of jute twine 
for industrial use, is bringing out 
a line of consumer use twines. 


Arner Names Sanders V. P. 
Roy Y. Sanders Jr., assistant 
sales director, has been elected a 
director and vice-president in 
charge of sales of Arner Co., Buf- 
falo, pharmaceutical manufacturer. 


Knight Publishes New 
Annual on Alaska 


Alaska Traveltrails, which tells 
the story of Alaska in pictures and 
text, has been published by Earle 
W. Knight of Seattle, who also 
publishes the Alaska Weekly. The 
new magazine is presented free to 
each passenger on runs of the 
Alaska Steamship Co. and is for 
sale at book stores in Seattle and 
Alaska. 

Planned for 40 pages, Travel- 
trails carries 88 pages in its first 
issue. Mr. Knight said it would be 


622 W. LAKE STREET 
CHICAGO 6, ILLINOIS 
PHONE OBARGORN 72-6375 


THE PROOF 1S IN THE REPRODUCTIONS 


published annually. While most 
of the advertising in the current 
issue is local, plans call for heavier 
participation next year of national 
accounts serving the territory and 
Alaskan tourists. 


Simpson Names Devlin 


Charles E. Devlin, since 1938 
with the Douglas Fir Plywood As- 
sociation, Tacoma, Wash., has been 
appointed general sales manager 
of Simpson Logging Co., with sales 
office headquarters in Seattle. He 
succeeds R. E. Seeley, who re- 
signed in May. 


Reinhardt Names Perrine 


Charles Perrine, formerly an ac- 
count executive in the Chicago of- 
fice of Ruthrauff & Ryan, has been 
named an account executive of 
Emil Reinhardt Advertising Agen- 
cy, Oakland, Cal. 


Bond Tells Why 
Helbros Keeps 
Giveaway Show 


New YorKk—Helbros Watch Co., 
which has more than doubled its 
annual sales through the use of 
network radio in the past six 
years, has decided to keep “Quick 
as a Flash” as its major advertis- 
ing vehicle for the ensuing season. 

When: the Helbros account was 
transferred recently to Dorland, 
Inc., from William H. Weintraub 
Co., media assignments, programs, 
etc., came up for reconsideraticn. 
The company’s decision was to 


They spend the most 


where the most 1s spent 


“Now, don’t worry, dear. I’m hoping I won't see anything I like.” 


82% of THE NEW YORKER’S circulation is concentrated in the 41 city-trading areas 


where most of the retail dollars are spent. Repeated checking of charge 


Copyright 1948, 
The New Yorker Magazine, Inc. 


accounts shows NEW YORKER subscribers to be among the best customers 


of the best stores in these rich trading areas. This explains why THE NEW YORKER, 
year in, year out, carries more retail advertising than any other magazine. 
NEW YORKER readers are profitable customers—the ones who make the 


SELLS 


extra purchases. They spend the most where the most is spent. 


THE 


NEW YORKER 


No. 25 WEST 43xp STREET 
NEW YORK, 18, N. Y. 


THE PEOPLE 


OTHER 
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stick with the audience participa 
tion show it has sponsored for th 
past six years over the Mutu: 

Broadcasting System. When “Quic - 
as a Flash” returns to the air Sep 

24 after a summer hiatus it wi 

be heard on MBS at a new time- 

Saturdays at 7.30 p.m., EST. 


s Unlike Bulova and Benrus, He! 
bros carries no national radio spot 
Harvey M. Bond, advertising man - 
ager, explains why: 

“Bulova got in early, preempte 
the good spots and became defi- 
nitely associated with time an- 
nouncements. Rather than simp! 
follow suit we preferred to do 
some pioneering on our own—a 
a network sponsor of an audience 
participation show. 

“Our show doesn’t attempt to 
compete in the race to give away 
the most money. The game itself 
is more important than the prizes. 
We give away only about $300 in 
cash a show, plus Helbros watches 
to all contestants. This year we 
are planning to speed up the pro- 
ceedings a bit and try to make the 
show move faster.” 


ws The watch maker spends about 
$750,000 yearly to keep its prod- 
ucts moving. In addition to radio, 
Helbros uses business papers, mag- 
azines for holidays and other spec- 
ial selling seasons, and dealer aids 
This fall the company will pay 
special attention to point-of-sale 
material designed to build store 
traffic. The number of window and 
counter displays and direct mail! 
pieces will be increased. Radio 
spots are furnished to retailers. 
Helbros may film an assortment 
of television spots—chain breaks, 
time signals and one-minute an- 
nouncements—to be made avail- 
able to dealers for use on local 
stations. 


Sells Two Editions of 
‘Los Angeles Independent 


James Parton, editor and pub- 
lisher of the suspended Los An- 
geles Independent (AA Aug. 8), 
revealed last week that two of its 
ten community editions had been 
sold to groups of former employes 
The prices were not disclosed. 

The Santa Monica Independent 
was acquired by a group headed 
by H. Durant Osborne, its edito1 
for the past six months. The Wesi 
Los Angeles edition of the free 
circulation mewspaper, plus its 
affiliated Westwood and Rancho 
Park editions, were taken over b: 
a group headed by Dillon P. Thom- 
as, advertising manager for th 
past six months. Henry Hoffman 
will serve as ad chief of this edi- 
tion. The two editions of the old 
Independent will be published 
Thursdays and will be separate 
enterprises except for cooperation 
on classified advertising, etc. 


Agency Head's Wife Dies 


Mrs. Kathryn Sorensen, wife of 
the Chicago agency owner, Roy A 
Sorensen, was suffocated Aug. 3 
in a smoke-filled bedroom of the 
couple’s apartment. Firemen, sum- 
moned by Mr. Sorensen, believe * 
smoldering cigaret set fire to 4 
chair beside Mrs. Sorensen’s bec 
and that the victim, awakened b: 
the flames, tried unsuccessfull: 


to reach the bedroom door. 


The MOST Effective 


ADVERTISING, _ 

MERCHANDISING, 

‘and EDITORIAL _ 
INFLUENCE 
in the DAKOTAS © 


7 Dakotas Oun Magazine 
[JAKOTA FARMER 


ABERDEEN, SOUTH DAKOTA 


J.P. MALONEY, Advertrs 


na Manager, 


Ac 
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ATF Annual Report 
Puzzles’ Employes 


EvizaBetu, N. J.—A sense of feel 
1as been introduced in the new 
innual report to employes of 
ATF, Inc., and its subsidiaries in 
he form of a jigsaw puzzle cutout 
lesigned to demonstrate the eco- 
iomics of American business. 

The cutout, an 8x10” composite 
oicture of the company’s products 
und its income dollar, is die-cut 
nto 28 pieces in jigsaw fashion 
‘o illustrate the proportionate di- 
vision of corporate income—em- 
jloyes’ wages, officers’ salaries, 
tockholders’ dividends, raw ma- 
erials costs, etc. It is intended to 
demonstrate that the company pic- 
ture cannot be complete if any 
single piece is missing. 

The income dollar is cut into 
eight pie chart sections, each vary- 
ing in size according to the ex- 
penditure item. The surrounding 
composite picture of company pro- 
ducts is cut into 20 irregularly 
shaped pieces. The cutout is sealed 
in a transparent glassine envelope 
and inserted in a 24-page booklet 
which reports on company ac- 
tivities and finances by means of 
cartoons and photographs. 
ATF associated companies in- 
clude American Type Founders, 
American Type Founders Sales 
Corp., both of Elizabeth; the Day- 

strom Corp., Olean and Friend- 
ship, N. Y.; Daystrom Laminates, 
Daystrom, N. C., and Frederick 
Hart & Co., Poughkeepsie, N. Y. 

G. M. Basford Co., New York, 

handles the advertising. 


Millers’ Federation Turns 
to Testimonials in Ads 


With a full-color page in Life 
last week, Millers’ National Fed- 
eration, Chicago, launched a new 
phase of its national magazine 
campaign featuring the endorse- 
ments of well-known women, in- 
cluding Claire McCardell, women’s 
sportswear designer; Mrs. Dora S. 
Lewis, chairman of Hunter Col- 
lege’s home economics depart- 
ment, and Mrs. Gretchen Fraser, 
first U. S. Olympic ski champion. 

The schedule calls for pages 
and fractional pages, all in four 
colors, in a total of 21 publications 
through December. All will carry 
endorsements of the health ben- 
efits of enriched bread and flour, 
with secondary illustrations of ap- 


petizing, easily-prepared dishes. 
J. Walter Thompson Co. is the 
agency. 


‘D & W Directory’ to Merge 
with ‘Distribution Age’ 

The D & W Directory, a Chilton 
publication, will no longer be pub- 
lished separately as an annual but 
vill be merged with Distribution 
Age as the February issue. Rates 


e affected, according to H. S. 
Webster, publisher. 

Until four years ago the direc- 
ry was published as the Jan- 
iry issue of Distribution & 
Warehousing. When that magazine 
1anged its name to Distribution 
ge in 1945 the directory was is- 
ied as a separate publication. 


*~ TELL YOUR STORY 
BUT KEEP IT SEEN 


xet and hold the interest of the 
iillion dollar candy industry field 
2y using Candy Industry to tell 
‘our story. 
Biggest audited circulation* 
Preferred by more leaders 
Carries more advertising 
(Send for surveys with these facts) 
New market data study about 
your best customers ready. Get 
your copy. 


“Of any publication published monthly or 
more frequently. 


[ANDY [INDUSTRY 


Don Gussow Publications, Inc. 


Animal Cartoon Promotion 
Planned for PM Whisky 


National Distillers Products 
Corp. will launch an animated ani- 
mal cartoon campaign for PM De 
Luxe whisky in September, with 
copy emphasizing “Clear, clean 
taste” and art work showing wild- 
life creatures that illustrate natural 
tastes. 

The schedule includes four- 
color insertions in national maga- 
zines and 300 to 800-line ads in 
600 newspapers, car cards and out- 
door advertising. 


WLW-D Names Fiaherty 


Jane O. Flaherty, formerly pro- 
motion and publicity director of 
WIBC, Indianapolis, has been 
named manager of promotion and 
publicity of television station 
WLW-D, Dayton. 


‘Ski Industry’ Out Soon 


Ski Industry, a new quarterly 
national magazine, will make its 
first appearance this month. Pub- 
lished by W. T. Eldred and Henry 
O'Neil, it is an offshoot of Ski 
Magazine, launched last year by 
Mr. Eldred and Mr. O’Neil after 
combining three sectional ski pub- 
lications, Ski News, Ski Illus- 
trated and Western Skiing. Edi- 
torial offices are in Hanover, N. H. 


Holeproof Promotes Holck 


Charles A. Holck, marketing 
director of the men’s socks divi- 
sion of Holeproof Hosiery Co., Mil- 
waukee, has been promoted to as- 
sistant to the general sales man- 
ager of the company and has not 
been made general sales man- 
ager as was reported in the Aug. 
8 issue of ADVERTISING AGE. 


h. f. h. a. e.” 


*haven for harassed advertising executives 


Take a holiday from deadlines, 15 & 2, crotchety 
clients. Soothe those frazzled nerves. Relax 

at the Deauville... enjoy the private 
beach, huge pool, air-conditioned 

guest rooms, dining rooms, cocktail 

lounges, & many other facilities. Write to 

WARREN C. FREEMAN, General Mgr. 


Hotel ond 


8) ite Cobaie Club 


4 —— MIAMI BEACH, FLORIDA 


ON THE OCEAN AT 67th SF. 


107 W. 43rd St., New York 18, N. Y. 


what Media facts 


are important to you? 
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more 
Represented Nati 
by EDWARD PETRY 


Consistent ieee 


Whatever you want in a sales 
medium ...WGAR delivers ... 
Coverage, Power, Listeners, Pro- 
grams, Market... and results! 
Be critical. Buy carefully. Compare! 
Ask any Petry man for all the facts. 


50,000 WATTS 
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ABC Net Now Sells 
Time for Spots on 
Most Co-op Shows 


New YorKk—American Broad- 
casting Company as of today (Aug. 
15) will permit its affiliates to 
sell spot announcements on all co- 
operative programs except “Amer- 
ica’s Town Meeting” and “Break- 
fast in Hollywood.” 

Murray Grabhorn, vice-presi- 
dent in charge of owned and oper- 
ated stations and cooperative pro- 
gram sales for the network, ex- 
plained that the move is being 
made to help ABC stations get ad- 
ditional national spot revenue. He 


said the plan was devised after 
consultation with agency time buy- 
ers and station representatives. 

“Many advertisers today are un- 
willing to commit themselves to 
a five times weekly broadcast 
schedule, but since they still de- 
sire to use radio extensively are 
turning their attention more and 
more to spot advertising,” Mr. 
Grabhorn said. 


a “This plan is designed to meet 
that need by making it possible for 
local and national advertisers to 
schedule spot announcements with- 
in the majority of the network’s 
cooperative programs which are 
heard in the leading market areas 
of the country over the local ABC 


EASY CHART 


63 


Reproduction of Genuine Glossy 
Photos in Quantities 


in 500 and 750 QUANTITIES 
(1000 and over .06c) 


HOTO-MATIC CO: 


Phone WHitehall 4-2930 Ju) 
“53.59 E. Illinois Sty Chicage 


affiliate,” he said. 

Programs which can accommo- 
date three spots per broadcast in- 
clude “Baukhage Talking” and 
“Nancy Craig,” Monday through 
Friday; “Martin Agronsky,” Mon- 
day through Saturday, and the 
once-weekly shows, “Mr. Presi- 
dent,” “Piano Playhouse,” “Bert 
Andrews” and “Harry Wismer.” 

Two announcements per broad- 
cast may be sold on “Elmer Davis,” 
“Pauline Frederick Reports,” 
“Headline Edition,” “Irene and 
Allan Jones” and “George Sokol- 
sky.” 


Launches Drive tor Dramex 


Reardon Co., St. Louis, maker 
of Bondex, is promoting its new 
Dramex, a wall finish that colors 
like paint and resurfaces like plas- 
ter, in trade publications and Sun- 
day newspapers in all major cities. 
Newspaper ads, which run for 
periods of six consecutive weeks, 
started in late June. Dramex sells 
for $1.45 a package and is sold in 
seven pastel shades and white. 
Gardner Advertising Co., St. 
Louis, is the agency. 


Admiral Boosts 
Video Set Rate; 
Protects Prices 


Cuicaco—Admiral Corp. an- 
nounced last week that it has 
stepped up production of television 
receivers by more than a third, 
from 10,000 to 13,500 units weekly. 

The new rate was made possible, 
according to J. B. Huarisa, execu- 
tive vice-president, by develop- 
ment of the longest straight pro- 
duction line in the industry, at 
Admiral’s Cortland St. plant here, 
and installation of new facilities 
at the Harvard, Ill., plant which 
will turn out 500 video receivers 
per day. The new production line 
at the Cortland plant was set up 
during the company’s annual va-~ 
cation period. 

Previous production of small 
radios at the Harvard plant has 


again 


a gangplank 
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direct 
to 


France 


There are many ways to cross the sea, 
But there is only one Ile de France. 


Now she sails sunlit water again, 
after shadowed years of war and 
Rebuilt and refitted from 


occupation, 


bow to stern — there’s a new swimming 
pool, a new air-conditioned theater — 
she arrived in New York in July. 


Not the least of her salutes is an = 
advertising campaign which reminds 
travelers that once more the enchantment 
of Paris awaits them just afew 
steps from the pier: We have been 
“associated with the Ile’s owners, 
The French Line, for 18 years. 


N.W. Aver & Son, Ine. 
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now been assigned to the McHenry, 
Ill., factory, Mr. Huarisa said, add- 
ing that the increased video manu- 
facturing facilities enable Admiral 
to offer a television model “that 
is a leader in every quality and 
price bracket.” During the first 
half of 1949, he declared, Admiral 
marketed more than 60% of all 
video console combinations sold 
by the industry. 


ws While gearing for increased pro- 
duction, Admiral also is building 
confidence on the _ distributor- 
dealer front. It has announced 
the industry’s first 120-day price 
protection plan. The program, ef- 
fective Aug. 1, promises refunds 
to distributors if recommended list, 
suggested dealer and distributor 
prices are reduced, and to dealers 
if recommended list and dealers’ 
prices are cut. The plan will cover 
current radio and TV models in 
inventory and shipped between 
July 1 and Nov. 30. 

W. C. Johnson, Admiral’s vice- 
president in charge of sales, said 
the company hopes by this step 
to encourage dealers to carry ade- 
quate stocks this fall without 
worrying about price reductions. 
“Every sign points to a television 
market this fall and winter that 
will be the largest the industry 
ever has enjoyed,” he said. 

New models of an expanded TV 
line were introduced at the com- 
pany’s recent national distributor 
meeting here. 

L. H. D. Baker, Admiral vice- 
president in charge of refrigera- 
cion, has also revealed that Seeger 
Refrigerator Co., St. Paul, will 
produce approximately half of Ad- 
miral’s refrigerator cabinets, with 
American Central division, Avco 
Mfg. Corp., Connersville, Ind., re- 
taining the other 50%. 

Despite a general industry sales 
decline during the first half of 
the year, Mr. Baker said, Admiral 
substantially increased its refrig- 
erator sales and “it is imperative 
‘or Admiral to increase production 
facilities for next year.” 


‘Sports Afield’ Names 
DeVitalis Western A. M. 


Appointment of William M. De- 
Vitalis as western advertising man- 
ager of Sports Afield has been an- 
nounced by David N. Laux, execu- 
tive vice-president. 

Mr. DeVitalis, who will make his 
headquarters in Chicago, has been 
Detroit manager of True Story for 
the past five years and previously 
was general sales manager of Dis- 
tillers Co., Ltd. 


Gets Air Freight Account 


Skyways Freight Forwarding 
Corp., New York, newly-formed 
air freight forwarder certificatec 
by the Civil Aeronautics Board 
has appointed Rehbock-Hollinge: 
Advertising, New York, to handl« 
its advertising and publicity. The 
new company, Which began busi- 
ness Aug. 15, will feature less thar 
plane load freight at small pack- 
age rates. Business papers will b« 
used. 


‘ COINS « 


by OSB ORNE 


“The House of Coinage 


The world’s large! 
and oldest exclus: ¢ 
Coin Manufacturc 5 
Est. 1835 
Coins, Medals and | >- 
kens of every conce / 
able kind . . . for Ad- 
vertising, Commemo 2 
tive, Souvenirs and pe 
mium use. 


the Hewes of Colnige 


a. canal COINAGE C¢ 


930 York $t., Cincinnati 14, Ohio 
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enry, 
wi: | Tea Group Plans 
anu- 
niral A 
isa’ | to Resume Ads 
and 
first 
nir, 
irl | After 9 Years 
sold 
Dozen Agencies Seek 
ie, Account Which May 
ding Reach $1,500,000 
itor- 
nced NEw YorK—Although funds still 
price are to be voted by growers in pro- 
, ef- ducing countries—India, Ceylon, 
unds Pakistan, Java-Sumatra and Brit- 
| list sh South Africa—the Tea Bu- 
yutor reau, Inc., here has invited a dozen 
alers agencies with billings of $5,000,- 
\lers 000 or more each to bid on its ad- 
over vertising account. 
is in Anthony Hyde, managing direc- 
veen tor, expects to have a modest ad- 
vertising budget for the fiscal year 
vice- starting Oct. 1, when the bureau 
said would resume trade and consumer 
step advertising after a lapse of nine 
ade- years. 
hout In the following fiscal year, the 
ions. budget may be larger. Bureau ex- 
ision ecutives are said to “hope” for an 
that ultimate annual budget of $1,000,- 
istry 000 to $1,500,000. 
wa a In four years of the late ’30s 
om- the bureau spent $1,000,000 an- 
utor nually in advertising, through 
William Esty & Co. Mr. Hyde is 
rice- not sure whether the Esty agency 
era- wants to enter the current bidding. 
eger The Tea Bureau will do initial 
will screening of contenders. Three or 
Ad- four finalists will then appear be- 
with fore bureau executives, with rep- 
Avco resentatives of the Tea Association 
re- of the United States present in an 
advisory capacity. 
sales Participating agencies are being 
f of aided by a memorandum prepared 
siral by bureau executives, which “an- 
frig- alyzes the problems,” Mr. Hyde 
itive said, “but doesn’t attempt to find 
‘tion the answers.” 


The memorandum covers three 
negative and six positive criteria 
to be employed by the bureau in 
the selection. The “negative” are: 


IN YOUR 


E TRADE SHOW ae 


SALES MEETINGS 


@ CUSTOM BUILT FOR YOU 
@ COMPLETELY SELF-CONTAINED 
@ NO PACKING CASES 
@ NO TOOLS REQUIRED 


SAVE WEIGHT, SHIPPING COSTS, 
AND INITIAL EXPENSE. SET UP 
AND DISMANTLE YOUR EXHIBIT 
| IN MINUTES INSTEAD OF HOURS. , 


ee ee 


nd To 
nee A request will bring a 
or Ad- portfolio of photo- 
se: 0 graphs and information. 
id pre 


DEVORN 
DISPLAYS CORPORATION 


JENNINGS AND DENISON | 
CLEVELAND 9, OHIO 


(1) No tea account; (2) $5,000,000 
or more billings in 1948 (AA’s 
data of last Feb. 21 were employed 
in making the invitation list), 
and (3) “preferably no competing 
(soft) beverage account,” such as 
coffee, milk or cola drinks. 


a The positive criteria are: (1) 
“The agency’s basic thinking and 
ability to analyze the problem” of 
increasing tea consumption in this 
country; (2) its creative facilities, 
in copy, art, radio and television; 
(3) research (the italics are Mr. 
Hyde’s); (4) merchandising and 
sales promotion facilities; (5) pub- 
licity facilities, and (6) “Criterion 
*X’: How seriously does the agency 
take our account?” 

The Tea Bureau probably will 


pick its agency within three weeks. 
In the first year, Mr. Hyde ex- 
plained, “we expect to operate on 
a fee basis. We don’t want the 
agency to lose money on the ac- 
count. Also, we hope to gain a 
year’s time that way.” 


Welch Switches Agencies 

James O. Welch Co., Inc., Cam- 
bridge, Mass., candy manufacturer, 
has retained Bennett, Walther & 
Menadier, Boston. Charles W. 
Hoyt Co. formerly handled the ac- 
count. 


Carnrick Joins Wolff 

John W. Carnrick has joined the 
sales staff of Raphael G. Wolff Stu- 
dios of Hollywood, film producer. 
He will maintain offices at 230 
N. Michigan Ave., Chicago. 


Retail merchants 
prefer News-Sentinel 


During the first half of this year The News-Sentinel 
published 541,149 more lines of Retail Display 
advertising than was published in Fort Wayne's 
morning and Sunday papers combined. (Media 
Records) 


Home Coverage: 99% of City Zone 
plus 43% of Retail Trading Area 


The News Sentinel 


Fort Wayne, Indiana 


ALLEN-KLAPP CO... . NEW YORK... CHICAGO . . . DETROIT 


ai D y You Know What Brands 


Roy Moore, Advertising Manager 


912 Kansas Avenue 
Topeka, Kansas 


Missouri Ruralist Families. 


City 


KANSAS FARMER and MISSOURI RURALIST 


Yes! Please send me a copy of BAKING — METHODS, 
INGREDIENTS, BRANDS, a Study of Kansas Farmer and 


Ra CIEE ee 


. Write For 
Your Copy 
Today — 


= oe ee eee ee ee es es es ld 


Ds me es se ee ee es sd 


Kansas Farmer « Missouri Ruralist 


Capper Publications, Inc., Topeka, Kansas 


renee 


Now, the facts on baking, learned from progressive sub- 
scribers to Kansas Farmer and Missouri Ruralist, are com- 
piled for detailed study in this 60-page, file-away report. 


Baking methods, ingredients, brands, all are thoroughly 
covered in this comprehensive survey of 2,200 Missouri 
and Kansas farm homes. Write a request on your office 
letterhead or use the coupon. 


—> KINDS of foods baked by farm families 
— HOW OFTEN farm families bake 

—> PREPARED mixes vs. recipes 

— SHORTENING used in baking 

— HOW MUCH flours and mixes are used 


Brands Used by Farm Families of These Baking Items: 


Vegetable Shortening 
Lard 

Margarine 

Cooking Oil 

Baking Powder 
Compressed Yeast 


All Purpose Flour 

Cake Flour 

Cake Mix 

Pie Crust Mix 

Plain Pancake Flou. 
Buckwheat Pancake Flour 


Hot Roll Mix Dry Yeast 
Gingerbread Mix Syrup 
Muffin Mix Molasses 
Biscuit Mix Salt 


Baking Soda 


It’s free! It’s yours . . . to use. to benefit by! 
Just fill in and mail the coupon. 
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Issues New ‘Fact Book’ 


Electrical Information Publica- 
tions, Madison, Wis., publisher of 
Food Service News, has issued its 
1949 “Fact Book” of commercial 
electric kitchen equipment. This 
sixth edition of the catalog, which 
sells at 50¢, illustrates and des- 
cribes 240 electrically operated ap- 
pliances produced by approxi- 
mately 100 manufacturers. The 48- 
page book carries no paid adver- 
tising. 


Joins ‘Post-Dispatch’ 


James H. Kennedy, formerly ad- 
vertising director of the St. Louis 
Star-Times, has been named man- 
ager of department store adver- 
tising, St. Louis Post-Dispatch. 


Printing Industry 
Issues Sales Manual 


New YorkK—A new manual on 
selling printing has been issued 
by the Printing Industry of Amer- 
ica based on an analysis of the 
experiences of hundreds of suc- 
cessful printing salesmen. It is di- 
vided into 12 teaching units ar- 
ranged in the logical order they 
occur in the normal sales cycle. 

The course is said to have been 
in preparation for two years and 
represents the experience of many 
master printers and lithographers. 
Each unit is a 16-page pamphle: 
with cover, 84x11”, and is punched 


MOTHERS buy much more than WOMEN! = 


200,000 omen and 61% of their huchaads read 


confidence 
and UP SALES! 


52 VANDERBILI AVENUE, NEW YORK 1/7 
pag . BOSTON © CHICAGO © LOS ANGELES ® SAN FRANCISCO 


_ PARENTS’ MAGAZINE 


to fit a ring binder. Cost of the 
set is $35. It has been prepared by 
Trade Ways, Inc., New York. 
Units of the manual were written 
and produced under the super- 
vision of a committee headed by 
C. William Schneidereith of 
Schneidereith & Sons, Baltimore. 
Associated with Mr. Schneidereith 
are: Harry L. Gage, Gloucester, 
Mass.; Ellsworth Geist, S. D. War- 
ren Co., Boston; Karl F. Hausauer, 
Baker-Jones-Hausauer, Buffalo; 
Richard C. Sheridan, Schneider- 
eith & Sons; Fred J. Hartman, Na- 
tional Graphic Arts Education As- 
sociation, and James J. Rudisill, 
Rudisill & Co., Lancaster, Pa. 


Kudner Moves Radio Staff 


The radio and television de- 
partment of Kudner Agency, New 
York, has moved into new offices 
at 724 5th Ave, Myron P. Kirk, 
vice-president for radio and video, 
will be in charge of the new of- 
fice. The expanding radio-TV staff 
of the agency outgrew its quarters 
in Kudner’s main offices at 630 
5th Ave. 


Brunswick to Start 
Bowling Season Ad 
Campaign Aug. 24 


Cuicaco—Brunswick-Balke-Col- 
lender Co. will launch an expanded 
fall campaign Aug. 24 in news- 
papers, Collier’s and Look to step 
up sales of its Mineralite bowling 
balls, bags and shoes. The drive 
will run through the Christmas 
season and dealers are being urged 
to use tie-in copy and other aids. 

The schedule includes more 
dailies in more markets this year, 
totaling 35 newspapers in 28 cities. 
The full ad budget, though not be- 
ing disclosed, is “slightly more” 
than in ’48, when Brunswick spent 
more than $100,000 in newspapers. 

Harder hitting copy in both the 
dailies and magazines will retain 
the “Dynamic Balance” theme in- 
troduced last year, but the em- 
phasis will be on the appeal to 
“Bowl your own Brunswick Min- 
eralite.” All ads, ranging from 1,- 


eae 


LOOK wwiore von leap 
INTO BALTIMORE 


ATTENTION FOOD ADVERTISERS! 


LOOK — at the News-Post’s new Thursday Food Section . . 


with Baltimore women. 


LOOK — at the News-Post’s coverage, first in Baltimore with 
58.3% or 200,520 of Baltimore's 343,654 City Zone families. * 


(Total Net Paid 230,250.) 


LOOK — at the News-Post's 554,000 lines of general grocery 
advertising in 1948 . . . at the gain in retail food lineage that 


topped all other newspapers combined. 


LOOK — at Baltimore's 4,356 food outlets that turn in 351 million 
dollars in sales annually?. Then to sell food products in the profit- 


able Baltimore market... 


LOOK 10 THE 


. first 


Baltimore News-Post 


First in Circulation... First in Coverage in the 6th Largest City 


*ABC City Zone based upon Bureau of Census 1947 surveys for Metropolitan Districts. 


A HEARST NEWSPAPER—REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


Offices in principal cities: Albany * Baltimore * Boston © Chicago © Detroit © Los Angeles'* New York © Pittsburgh © San Francisco © Seattle 


TScles Management Survey of Buying Power, 1948. 
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Man Alive! 
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STARTS SEASON—Brunswick-Balke-C ol- 

lender Co. will open its 1949 fall cam- 

paign Aug. 24 with this newspaper ap- 

peal. All copy in dailies, as well as Col- 

lier’s and Look, will promote bowling 

balls and bowlers’ accessories. Al Paul 
Lefton Co. is the agency. 


350 down to 558 lines in newspa- 
pers and running as pages and half 
pages in the two magazines, will 
sell both the balls and accessories. 


s Brunswick merchandising heads 
set Aug. 24 as “X-Day,” when 
franchised dealers and bowling 
proprietors will tie in with their 
own local advertising and dis- 
plays. New three color displays, 
featuring the actual merchandise, 
have been supplied to the bowling 
establishments, as well as to sport- 
ing goods, jewelry and depart- 
ment stores. 

Copy in bowling trade publica- 
tions and a dealer broadside out- 
lining the campaign offer a dealer 
kit containing an ad mat folder 
for tie-in use and samples of two 
giveaway booklets for over-the- 
counter distribution. Several of the 
ad mats remind dealers and bowl- 
ing proprietors that more and 
more “kid keglers” are coming 
along. For them Brunswick has a 
junior Mineralite ball, shoes and 
bag. 

Al Paul Lefton Co. is the agen- 
cy. 


Promotes Jiffy Meltproof 

Jiffy Mfg. Co., Hillside, N. J. 
ice cream manufacturer, began 
promotion of “meltproof” ice 
cream July 11 in leading news- 
papers and local radio stations 
Scheduled to continue through 
Labor Day, the campaign copy 
theme guarantees that “ice cream 
won’t melt for an hour or more in 
a Jiffy insulated bag.” Stella L. 
Dratler Advertising, New York, 
handles the account. 


Rogers Names Petretti 


Mario J. Petretti, general man- 
ager of the plastics division of 
Noma Electric Corp., Holyoke, 
Mass., has been appointed as- 
sistant to the president and pro- 
duction manager of Rogers Plas- 
tics Corp., West Warren, Mass. 


Hopkins Names Schittick 


Hopkins Equipment Co., Hat- 
field, Pa., manufacturer of laun- 
dry and dry cleaning equipment 
has named Walter S. Schittick 
Co., Philadelphia, to handle its 
advertising. Trade publications anc 
direct mail will be used. 


Names Rowe & Wyman 


Rowe & Wyman Co., Cincinnati 
has been named to handle the 
advertising of the Cleveland Hy- 
draulic Co., Cleveland, manufac- 
turer of hydraulic hoists, cylinders, 


lifts and rams. 
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Holland Mills Uses 
Market-by-Market 
Ad, Sampling Plan 


Cuicaco—Holland Mills, manu- 
facturer of Koops mustard, is con- 
ducting a two-part campaign de- 
signed to strengthen sales in the 
midwestern states where it already 
has strong distribution and at the 
same time to open new markets in 
more distant areas. 

The company is winding up a 
series of market-by-market pro- 
motions in Illinois and Michigan, 
using newspaper advertisements, 
point-of-sale material, trade paper 
copy, outdoor posters and sampling 
operations. It expects to use the 
same techniques to perfect its dis- 
tribution in Iowa and Wisconsin. 

For a number of years Holland 
Mills has marketed its mustard on 
the East and West Coasts and in 
the South and Southwest, although 
it has never been strong in those 
regions. The company now is 
planning a series of individual 
market campaigns designed to in- 
crease the percentage of grocery 
outlets marketing the product in 
those areas, and is using its “extra 
strong” blend as an opener. 

Livingstone Porter Hicks, De- 
troit, has the account. 


Motor Wheel Promotes 
Egeler and Vandertill 


Motor Wheel Corp., Lansing, 
Mich., has appointed Karl Egeler 
sales manager of the Duo-Therm 
division. He will be succeeded in 
his previous post as advertising 
manager by Louis C. Vandertill, 
assistant ad manager. 

Mr. Egeler joined Duo-Therm 
in 1932 as advertising manager, 
acquiring additional duties as sales 
promotion manager in 1940. Mr. 
Vandertill has “been assistant ad 
manager since 1948, following con- 
nections with Beurmann-Marshall 
and Blakslee Advertising, both 
Lansing agencies. 


Joins Lafayette Radio 


Irving M. Seideman has been 
named advertising manager of La- 
fayette Radio, New York. He for- 
merly was associated with Drake 
America Corp. 


Names Kahn Agency 


Natural Sugars Co., New York, 
packer of Astoria maraschino cher- 
ries, has named George N. Kahn 
Co., New York, to conduct news- 
paper and trade promotion. 


( Advertisement) 


New Devenco V. P. 


Theodore K. Rothermund has been 
‘appointed a vice president of Devenco 
Incorporated, New York City, tech- 
1ical organization affiliated with 
Theodore J. Kauffeld, M.E., P.E., con- 
sulting engineer. A regular reader of 
The Wall Street Journal, Mr. Rother- 
mund finds this publication most 
ielpful in his day-to-day business 
lecisions. Mr. Rothermund is one of 
24,505 vice presidents of a total daily 
reading audience of 233,123. If you 
sell to business and industry ~~ 
should advertise regularly in e 
Wall Street Journal. 


PR Directors to Meet 
at Mackinac Sept. 8 


The fall meeting of the direc- 
tors of the Public Relations So- 
ciety of America will be held at 
the Grand Hotel, Sept. 8-10, on 
Mackinac Island, Mich. The exec- 
utive committee, of which Samuel 
D. Fuson, vice-president of the 
Kudner Agency, is chairman, will 
meet the day before the directors 
do. 

Primary object of the directors’ 
meeting is to plan for the second 
annual meeting of the society 
scheduled to be held Dec. 4-6 at 
the Waldorf-Astoria Hotel, New 
York. 


Oneida Retains Grady 


Oneida Fabrics, New York, 
maker of Taff-O-Neida rayon taf- 
feta, has appointed Robert B. 
Grady Co., New York, to handle 
its trade advertising. 


Boyesen Leaves Crowell 


Peggy Boyesen has resigned as 
advertising and publicity director 
of Thomas Y. Crowell Co., New 
York, effective Sept. 2. Barbara 
Emerson, formerly publicity direc- 
tor of Charles Scribner’s Sons, has 
been named to succeed Mrs. Boye- 
sen at Crowell. 


Selects Fairfax Agency 

Montgomery & Co., New York, 
manufacturer of machine tool ac- 
cessories, has appointed H. W. 
Fairfax Advertising Agency, New 
York, to handle promotion through 
industrial publications and direct 
mail. 


Allen Joins Compton 

Marjorie Allen, formerly with 
McCann-Erickson, New York, has 
joined Compton Advertising, New 
York, as a copywriter on Duz and 
Drene accounts. 
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CHICAGO 


PHONE CE 6-0233 


| ifts for giddy grinning graduates . 


. . gems and gar- 


o7 denias for gullible grooms. . . girdles for growing gals 


grocery goods... 


4 
Gee, Kadta Sells - «+ that’s been proven again and again. Like- 


wise, WGN has proven a result-getter for its advertisers. 


gatherings . 


loves and garters for genteel gentlemen. . 
Y girls . . . glistening glazed glass for gloom garrets . . . grape gel . . . grass 
. geraniums for grumpy grandpas... 
grain for granary grinding . . . gourmets’ grilled goose ‘n’ giblet gravy ... 


and greens for gluttinous giraffes . . 


glib guides... 


»:.. galvanized generator gages and governors... 
a ‘ SG gaudy gear for glorified gigolos . . . goblets for guzzling 
. . gates for guarding grid games... 
gooey glue... 


. glamorous gowns for gorgeous 


rease and gauze for grunt ‘n’ groan grapplers.. . goggles 
for guys guiding gliders . . . gavels for governing gabby 
¥Y groups .. . gas and gaskets for garages. . . garlic gar- 
lands for garnishing guinea . . . geographic graphs for 
global government guests . . . gadgets and gimmicks for 
. Better Buy Radio. . . Better Buy WGN! 


Here’s what one of them told us: “*.. . lam sure that you can well realize 
that (our company) is completely sold on the productivity and listening 
audience of WGN.’’ Another wrote: ‘‘We are happy to tell you that of all 
the stations we have used, WGN has consistently remained at the head 
of the list in turning in low cost, well-qualified leads.’’ 


These are just two among many testimonials to WGN’s sales effective- 
ness. That’s why we say-make your next buy your Best Buy with WGN! 


WGN reaches more homes each week than any other Chicago station. — 1948 Nielsen Annual Report 


A Clear Channel Station... 
Serving the Middle West 


Bowman Hudio, ne. 


360 NORTH MICHIGAN AVE. 


On Your Dial 


Chicago 11 
Illinois 
50,000 Watts 


720 : 


M B S Lastern Sales Office: 220 East 42nd Street, New York 17, N. Y. 


West Coast Representatives: Keenan and Eickelberg 
2978 Wilshire Bivd.. Los Angeles 5 « 235 Montgomery St.. San Francisco 4 


710 Lewis Bidg., 333 SW Oak St.. Portland 4 
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It Looks Like the Patient Will Live 


After months in which a good many economy-watchers, amateur 
and professional alike, have waited with bated breath for the economy 
to blow up with a loud bang, the crisis seems somehow to have been 
reached, and successfully passed. 

Within the past two weeks or so (corresponding, perhaps not so 
strangely, with some relief from an unusually hot and humid sum- 
mer), the dire predictions of a month or two or three ago have given 
place to an interesting rebirth of optimism, even though the optimism 
is still definitely cautious. 

Now, for no greater apparent reason than was the case with the 
enveloping pessimism of a few months ago, a considerable portion of 
the business community has begun to exhibit signs of hope—hope 
that the economy will survive and maintain a pretty healthy state. 

The change in sentiment is extremely welcome, and far more im- 
portant than might be apparent at first glance. Exactly how many 
business decisions, and how many consumer buying decisions have 
been postponed in recent months because of the prevalent note of 
fright and pessimism can’t be determined, but every one knows that 
the number must run up into the millions. 

If the psychology of business and of the public is undergoing a 
change, we can expect a considerable change in actions, too. A very 
substantial portion of the American public, individually and in groups, 
has been “stalling” recently, pursuing that “wait and see” attitude 
which sounds so sensible and can be so completely non-sensical. 

All the basic conditions exist for sustained operation of the domes- 
tic economy at a high level. The shakeout period through which we 
have been moving has been an amazingly orderly and gentle one, 
with results which now seem to have been desirable and useful. A 
realistic and at the same time a reasonably optimistic outlook, coupled 
with intensive and intelligent merchandising and promotion, should 
put the economy back into the proper groove without major dis- 
locations, and within a relatively short time. 


Founded on a Hope and a Prayer 


The open season for new publications—all of them designed to 
develop into important new advertising media—seems to have arrived. 
Almost every day we hear of some one or some group with a new idea 
for a publication, one that is a “natural,” one that simply can’t miss. 

Being associated with a publication which was launched in what 
was alleged to be an overcrowded field, just as the depression of the 
’°30s was getting under way, we would be among the last to discourage 
those ebullient souls who see a crying need for yet another magazine, 
newspaper or business paper. 

Perhaps a word of advice is not out of order, however. The pub- 
lishing business, even the smallest segment of it, seems to have be- 
come “big business” like all other business. It takes capital to launch 
a publishing enterprise, a simple fact which a good many incipient 
publishers seem not to realize. Too many would-be publishers still 
believe that the publishing business is an ideal shoe-string operation, 
one of the few businesses in which the fellow with an idea and not 
very much money has a chance to make a killing. 

The sad fact is that it isn’t true. Publishing enterprises are always 
a gamble, and usually a long drawn out one. In only the rarest of in- 
stances has success been quick; in the cases of some of the most suc- 
cessful publishing operations of today, the turning point has been 
heartbreakingly slow in coming. And many a good publishing idea has 
disappeared, with loss to investors, workers and in many cases to ad- 
vertisers, because the available working capital has been too meager 
to keep the infant enterprise alive. 

We have never heard of a publication which failed because of too 
much working capital. We have heard of a great many whose un- 
timely death was at least partially due to lack of working funds. 


—Restaurant Digest 


“You're new here, aren’t you?” 


Merrily Sing 


Summer is a time when reason 
is gradually loosened. Your sane 
citizen rushes to the beach, fric- 
assees himself in sun tan oil, 
catches pennant fever (except in 
Chicago, where an optimist is a 
fan who can see either the Sox or 
Cubs in the first division), fishes, 
and has to read and hear the 
weirdest advertising of the year. 

This in itself is something of a 
phenomenon. Advertising is writ- 
ten months in advance of its ap- 
pearance, and obviously a good 
copywriter is a man who can feel 
spring fever when the chill No- 
vember winds are blowing, sum- 
mer lassitude when the parkways 
are a sheet of ice, and bat out good 
Christmas copy when a sport shirt 
feels like a horse blanket. 

Anyhow, last winter some copy- 
writers were feeling the heat. 
Samples: “Love just ‘happens’ to 
the girl who Kares.” The girl who 
Kares, in kase you didn’t know, 
uses wonderful Kare to stay bath- 
sweet. A lotion deodorant—satin- 
smooth, fragrant. So nice to use. 
So different from creams and 
liquids—not greasy or messy. Girls 
who kare are embraceable always. 

Then there are the singing dogs, 
who chorus “Fleas don’t bother 
me, I’m dusted with Pulvex DDT.” 

There’s Hamm’s beer campaign, 
which suggests a peachy beach 
party, a treasure hunt, in which 
the food and the utensils are 
buried in the sand. Sounds won- 
derful. Most beach parties are a 
continual struggle, punctuated by 
near drownings, to keep the sand 
out of the food and utensils. 

Also the invisible Playtex panty 
girdle which slims summer fig- 
ures—puts you in shape for fall. 
This is principally remarkable be- 
cause most women are concerned 
about getting their figures into 
shape for summer. 

Fleischmann’s is the gin that 
gives you all four, namely, quality, 
smoothness, taste, and mixability. 
(Who wrote that copy, Dale Car- 
negie?) 

Bristol-Myers’ Benex puts three 
strikes on the toughest beards, 
largely because a patented wet- 


ting agent soaks any beard softer 
—actually makes beard 1/5 water. 
Obviously, a flush in the pan. 

Besides, only Westinghouse gives 
you the exclusive colder cold. 

National Biscuit’s Milk-Bone has 
a dog who says, “Sure, I go for 
chewing food!” Come to think of 
it, we have never seen a dog on 
a liquid diet. 

Pequot urges readers to “Sleep 
in the fresh crisp whiteness of a 
daisy field” and then says ingen- 
uously, “But really it’s the fresh, 
crisp whiteness of Pequot’s ex- 
quisite fine combed percales...” 
Y’mean they really don’t get to 
dally on no daisies? 

And Alan Ladd says “4 Stars 
to Jeris for the wonderful way it 
keeps my hair,” which must be 
a tough remark to work into a con- 
versation. 

Summer is a highly illogical 
time. 


Sound the Tucket 


For really colorful copy, on a 
lacklustre subject, Cannon is our 
model: 

“Show Your Colors!” 

“Flag-blue, flag-bright—what 
better colors for a towel that’s 
touched with history, too! Cannon 
traced the pattern from colonial 
times—loomed it for today’s homes 
in soft-looped, sturdy cotton. ‘Heri- 
tage’ is banner news (you might 
hang it banner-like!)—from a 
whole parade of Cannon towel- 
buys, priced about 39¢ to $2.95.” 

Yessir, that’s copy! Ought to be 
set to music and called Chanson 
Chenille. 


Jottings 

The Manchester Bank of St. 
Louis imprints famous points of 
interest in the city on its checks... 

Lawrence Boles Hicks, Inc., is 
handling the publicity and ad cam- 
paign for Scampers Co.’s “Scamp- 
erette Pan-T-Tunes,” surely a 
name of wonderful inspiration .. . 

Headline from the Congressional 
Record: “Tax the Untaxed to Ease 
the Tax Load Upon the Over- 
taxed.” It must have taxed the im- 
agination of Rep. Noah M. Mason, 
of Illinois... 
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Rough Proofs 


Looks as if Congress may finally 
decide that the Post Office Depart- 
ment could use another $100 mil- 
lion a year or so from publishers 
and advertisers. 


The net result of the complaint 
and Senatorial investigation of the 
Army-Air Force agency appoint- 
ment seems to be the loss of a 
couple of million dollars’ worth 
of advertising. 


Howard Meighan thinks radio 
announcers could improve com- 
mercials “by using the singular 
‘you’ instead of the plural.” 

Dost thou agree, Edwin R. Mur- 
row? 


The Pennsylvania Farmer points 
out that the Keystone State is 
among the first ten in production 
of tobacco. So that’s where those 
Pittsburgh stogies of E. V. Durling 
come from. 


Now that the Helene Curtis In- 
dustries has emulated football’s 
T-formation in its layouts in Ideal 
Women’s Group, maybe they 
should back the hunch by noting 
that the gridiron experts are now 
working on a split T. 


In editorializing about pitchers’ 
difficulties, Sport somehow man- 
ages to bracket Carl Hubbell with 
Bob Feller and Hal Newhouser as 
latter-day successors of Dizzy 
Dean. 


Partridge & Anderson may have 
evolved the correct philosophy for 
an agency man by picturing in AA 
a leader finding relaxation in 
painting, since the same issue re- 
ported that his firm had lost its 
pet account. 


“If you’ve ever sent a boy or 
girl to boarding school or to a 
camp,” suggests Redbook, “you 
know that parents buy a lot of 
things before they pack them off.” 

And a lot more after the little 
rascals arrive at their destinations. 


Daniel C. MacMillan says an ad- 
vertiser should have an under- 
standing that his agency will not 
commit him to major expendi- 
tures without his authorization. 

Agencies that do that like to 
live dangerously. 


A Kansas City agency looking 
for a top-flight art director as- 
sures prospects, “Salary adequate.” 

Adequate for what? 


The Los Angeles Independent 
gave up the ghost, the news story 
says, because of a _ shortage of 
working capital, a statement like 
that of a coroner’s jury which re- 
ports that the man died for lack 
of oxygen. 


An agency looking for art talent 
offers “plenty of opportunity for 
man who can produce without ar- 
tificial stimulation.” 

Does that refer to the stuff that 
increases the income tax? 


Wonder how that Cleveland 
fan who is living in a tree until 
Lou Boudreau’s boys get on top 
in the American League is making 
out. 


Copy Cus. 
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There can be only one first. ..and linage : 
figures prove that in PHILADELPHIA the j 
FIRST NEWS PAPER IS THE INQUIRER 


oe oe ahs llamas 8 ne nei ia 


In the first 7 months of 1949 


THE PHILADELPHIA INQUIRER 
PUBLISHED MORE THAN 
19,379,000 LINES 
OF ADVERTISING 


This is the largest volume ever published by any Philadelphia 
newspaper in a similar period in any year... a gain of 
1,100,000 lines over the first 7 months of 1948 ... the largest 


gain in Philadelphia. 
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*Source: Media Records 
Both the Inquirer and 2nd paper publish 7 days 
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NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Anguirer 


TED W. LORD, Empire State Bidg., N.Y.C., Longacre 5-5232 West Coast Representatives: FITZPATRICK & CHAMBERLIN, 


ROBERT R. BECK, 20 N. Wacker Dr. Chicago, Andover 3-6270 | Ad H in R nt ti 155 Montgomery St., San Francisco, Garfield 1-7946 
’ ‘ ‘ Vv ‘ ‘ 
GEORGE S. DIX, Penobscot Bldg., Detroit, Woodward 5-7260 Exc usive vertisi o precemenves 448 S. Hill St., Los Angeles, Michigan 0578 


ng ae nN ce SS ie ee a 
2 means es SM ee, ea = oo menar SEL TRE Og ee ct Ces SO re get cee Se ee ge ee ee ee Se 
ccisillia agile jai ee asia ee ———— ee — i os oC eal i RS OEY ee oan ei. ° ii. ma alate lt ay - 
1949 Ms 
: Pee RRR RERRERRERRE RR RR RERRERRERERE RRR REESE DF 
ally fs) 
art- 
mil- = 
hers * 
laint 
' the ; ) 
yint- ve 
of a - 
| = 
adio , as 
om- & 2. 
ular ae 
fur- 
yints ‘ 
2 is - 
tion te 
hose a 
&§ 
a 
-In- 
all’s 
deal 
hey 
ting 
now : 
1ers’ 
1an- ) . 
with F = 
r as ay 
ZZY | : 
ivi - 
AA == 
in o 
— Bs 
y or | 
oa 
‘you 
t of ‘ 
gg “ 
ittle 
ons. 7 
- a 
der- a 
not fe 
ndi- i 
. oe 
» to sy 
cing a 
lent E E 
| of & > nd “iy 
like =" a 
re- : Re 
lent as 
for a A | ; 
ar- A ADELPHI ! 
j puit THE = 
that s i pre F E RS — 
Wis ogg 
* ae 
inti — Bae 
top | | 7” 
cing nnn en nn ee sone 
: em 


. x00 


14 


Movie Indu 


stry Gets 


Big Free Radio Ride 


Paramount Gossip, News 
Heard on 800 Stations; 
90% of Material Used 


By Puiip SEITz 
HoLLywoop—Newspapers and 
magazines have long been known 
as the objects of a continuous bar- 
rage of publicity from the ener- 
getic and fertile publicity offices 
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‘THE LETTER SHOP, Inc. 


431 6. Dearborn St.. Chicago 5, Illinois 


of motion picture studios, but not 
much has been said of the use of 
radio for this same purpose. 

Within recent years, most major 
studios have set up the mechanics 
of sending to radio stations, disc 
jockeys and commentators a steady 
flow of movie gossip and musical 
and interview transcriptions car- 
rying plugs for pictures in current 
release. Guest radio appearances 
of movie stars are now common- 
place. 

The liberal use of such material 
by radio stations has been based 
on ‘the two-sided premise that not 
only do motion pictures amass a 
volume of plugs, and personalities 
enhance their popularity with per- 
sonal appearances, but radio gets 
the advantage of the drawing pow- 
er of stars and personalities built 


up at a huge cost to the motion 
picture industry. 


w Typical of what a motion pic- 
ture company can do for radio 
are the activities of the radio de- 
partment of Paramount Pictures, 
which is headed by Martin Lewis. 

More than 800 stations are now 
using Paramount’s “Star Inter- 
view” transcriptions. In these in- 
terviews, questions are asked by 
the local commentator from a pre- 
pared script with answers aired 
from the disc. Featured are all of 
the studio’s stars and well-known 
directors, producers and other per- 
sonalities. 

In establishing tie-ups for use of 
the transcriptions, each station is 
guaranteed exclusive rights in its 
territory. Some of the 800-odd sent 
out regularly go directly to ex- 
hibitors to be planted with local 
stations the week before a picture 
opens. These are handled in the 
same manner as those Paramount 
sends directly, with the stipula- 
tion that the interviews be used 


just prior to the playdate of the 
picture being plugged. 

Running time of each side aver- 
ages about five minutes, with the 
continuity so arranged that the 
plugs are not obvious. In spite of 
the standard announcement that 
it is a transcription, authenticity 
achieved is such that usually the 
broadcasts bring calls from listen- 
ers who want to see the star at the 
radio studio or want an autograph. 


a “Hollywood Headlines” scripts 
are sent weekly to a list of 985 
film commentators and newscast- 
ers. These plug pictures in release 
or soon to be released. Included 
in this service are three special 
weekly features—‘Fashion Letter” 
by Edith Head or Mary Kay Dod- 
son, Paramount designers; “Beau- 
ty Letter” by Wally Westmore, 
head of the makeup department, 
and “Favorite Recipes of the Stars” 
by Pauline Kessinger, manager of 
the studio commissary. 


ws These features are mostly for 


E IFTEEN HUNDRED other underprivileged youngsters 
lad will be stuffed full of chicken and biscuits, 


just like this 


gallons of milk and ice 


cream, roast beef (and maybe spinach) during this forty-third season of 


The Detroit Free Press Fresh Air Camp at Sylvan Lake, thirty miles 


north of Detroit. The fifty thousand or more children who have romped 


gaily through these halls of happiness as our guests, we believe have 


become better citizens because of this program, and better customers-of- 


tomorrow for your 


products in Detroit. 


The Detroit Free Press 


Advertising Age, August 15, 1949 


woman commentator programs. 
They are, however, also sent to 
and used by newspapers when re- 
quested. Mailing lists are fre- 
quently checked, and as is the 
case with all releases, those not us- 
ing them are dropped. According 
to Lewis, over the past three years 
better than 90% of the stations re- 
ceiving the material use it regu- 
larly. 

Exploitation through personal 
appearances is methodically 
planned. This usually begins from 
four to six weeks prior to the gen- 
eral release of a picture and con- 
tinues for the same period after 
that date. Stars such as Bob Hope, 
Lucille Ball and others who have 
their own radio shows will usually 
plug their own pictures as strongly 
as possible. 

Tie-ups are made with such pro- 
grams as “Queen For A Day,” “Lux 
Radio Theater,” “Bride and 
Groom,” “Screen Directors Play- 
house” and “Chesterfield Supper 
Club,” the latter for music plugs 
and stars as the “mystery voice.” 
Guest appearances on other shows 
are standard. 


a When story properties filmed py 
Paramount are no longer in pic- 
ture release, dramatizations are 
sold to one of the many programs 
using such material. In most cases 
the stars who appeared in the pic- 
ture reenact their parts in the ra- 
dio version. In return, the studio 
gets publicity for current and 
forthcoming pictures. 

The only paid commercials pre- 
pared by Paramount’s radio de- 
partment are spot announcement 
records and TV trailers for use 
by local exhibitors in connection 
with local showings. As with the 
star interview transcriptions, these 
are written, produced and recorded 
at the studio with the stars of the 
picture featured. 

The platter carries a line-up of 
spots for every purpose. Television 
trailers are made for similar use. 
Exhibitors arrange for time locally 
and often integrate their use with 
the over-all radio exploitation. 


s Paramount has had a radio de- 
partment for the past ten years, 
but the over-all technique now in 
use was developed principally 
within the past three years. Dur- 
ing this period, paid time expendi- 
tures for saturation campaigns 
have increased considerably. 
Paramount this year is using 


outdoor, magazines and coopera- 


tive newspaper and radio promo- 
tion. Although its ad expenditures 
are expected to be about the same 
as last vear, the amount of money 
allotted to co-op has increased 
somewhat, and more emphasis—al- 
most twice as much—will be 
placed on point-of-sale aids in 
forthcoming campaigns. Buchanan 
& Co. handles the account. 

In Los Angeles alone, close to 
$20,000 was spent for such cam- 
paigns. The expenditure does not 
represent a diversion from other 
media. It is employed because ex- 
perience has proved that on the 
average a good radio saturation 
campaign gives a picture at least 
a 25% box office increase. 

When it is decided to use the 
saturation technique, consistent 
with the budget for the picture, all 
available times on all available 
stations are snapped up. 


Joins Erwin, Wasey & Co. 


Kenneth H. Thompson ha: 
joined Erwin, Wasey & Co., New 
York, as account executive for in- 
dustrial advertising of the Texas 
Co. He was most recently with Bu- 
chanan & Co., New York, and has 
been copy chief for Tracy, Ken' 
& Co. 


Kennedy Names Martin 


Ronald C. Martin, division sales 
manager in Atlanta, has been ap- 
pointed assistant general sales 
manager of David E. Kennedy, 
Brooklyn, manufacturer of Ken- 
tile and Kencork flooring. 
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Keep Cool 
in a Cool 


HASPEL 
SUIT 
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DEALER'S NAME 


Haspel Dealer’s Ad 
Works into Unique 
Display for Crosley 


New OrRLEANS—When one of the 
clothing dealers in Roanoke, Va., 
advertised Haspel Brothers suits 
recently, as shown in the accom- 
panying ad, Richardson-Wayland 
Co., Crosley distributor in Roanoke 
phoned the clothier and offered to 
put a Shelvador refrigerator in 
the clothing store window to tie 
in with the ad. The dealer ac- 
cepted the offer and placed a 
dummy in the refrigerator dupli- 
cating the illustration in the ad. 

Learning of the tie-in, R. K. 
White, assistant general manager 
of Crosley division of Avco Mfg. 
Corp., got busy, obtained a list 
of Haspel dealers, and sent it to 
all of his distributors with the 
suggestion that they offer a re- 
frigerator for display purposes to 
all Haspel dealers who could use 
them. 

“We think the compliment paid 
us by Haspel is a fine one and we 
should take every opportunity to 
further promote it,” wrote Mr. 
White. 


s Advertisements stressing that 
“there will be no sale on Haspel 
clothes” are being run by Haspel 


YXS YOU, TOO 


7A CAN BE THE 
aN HERO! 


‘'s of admen take a bow for solving 
P esent day illustration budgetitis. It's easy 
~ en you have the K & F Photo Catalog on 
had... it's the short cut to getting stock 
P otes with illustrative quality at prices 


at are only a fraction of their real worth. 
' sdge over into the limelight, get your 
© py today... 


Send $1.00 or a company oraer 
MORE THAN 

500,008 STOCK PHOTOS 
| IN OUR FILES 
Jaufmann & Fabry Co. 


EPT. AA8, 425 S. WABASH AVE., CHICAGO 5 


dealers in various parts of the 
country in conformity with the 
policy of the New Orleans cloth- 
ing manufacturer. 

These ads are attracting atten- 
tion locally, Haspel reports, in 
view of softer price tendencies in 
the textile market, and particu- 
larly as a contrast tc the recently 
announced price reduction of $7.75 
on Palm Beach suits made by the 
Goodall Co. (AA, July 4). 

Haspel advertising is handled by 
Alfred J. Silberstein—Bert Gold- 
smith, Inc., New York. 


Name Schlaifer Agency 


Ted Gamble Enterprises, Port- 
land, Ore., and Greater Indian- 
apolis Amusement Co., Indianap- 
olis, jointly owned motion picture 
chain in the Midwest and Far 
West, has appointed Charles Schlai- 
fer & Co., New York, to handle 
newspaper and magazine promo- 
tion. 


UNESCO Endorses BMI Plan 


The United Nations and United 
Nations Educational, Scientific and 
Cultural Organization (UNESCO) 
have endorsed the proposal of 
Broadcast Music, Inc., to under- 
write a series of musical radio 
shows, “The World in Music,” 
with the cooperation of U.S. 
broadcasters. The series of 54 half- 
hour musical shows will be made 
available for commercial sponsor- 
ship and sustaining use. 


F&SE&R Names F. R. Rhode 


Frederick R. Rhode, formerly 
appliance sales manager of Mont- 
gomery Ward & Co., Chicago, has 
joined the creative staff of Fuller 
& Smith & Ross, Chicago. 


Perry-Brown Agency Moves 


Perry-Brown, Inc., Cincinnati 
agency, moved its offices on Aug. 
10 from 530 Walnut St. to its own 
building at 2831 Vernon Pl., a con- 


verted 25-room mansion. 


Weiner Appoints Markey 


J. J. Weiner Co., San Francisco, 
has appointed John R. Markey, 
formerly supervisor of sales pro- 
motion and merchandising for 
Crosse & Blackwell Ltd., London, 
as director of merchandising and 
sales promotion. 


Opens Portland Ad Office 


West-Mardquis, Inc., Los Angeles, 
opened an office in Portland, Ore., 
|}on Aug. 1. Richard K. Stanton, re- 
|cently elected vice-president, who 
has represented the agency locally 
for two years, has been appointed 
manager in Portland. 
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* May-June 
Hooper Report 


hadduyuh 


mean, 


first? 


AM 


ABC BASIC NETWORK © 5000 WATTS 


It’s a good question. A radio station can be first with all kinds of people: 


It can be first with left-handed schoolteachers, or seven-foot motormen, or women 
having their hair done, or men with one foot on a brass rail. 


So what? 


So this: ask Mr. Hooper who’s first in Baltimore—in the departments that count. 
Such as: WFBR: First in morning audience. WFBR: First in afternoon audience. And 
in the three-ring, all-star sweepstakes department—WFBR: FIRST IN TOTAL 
RATED PERIODS '!* Plus: something no other Baltimore station can even approach— 
a listener loyalty factor, represented by over 100,000 people who come to WFBR to 
see a broadcast every 365 days! 


Private memo to timebuyers: Fall is just around the corner. In Baltimore, if you want to be 
first-— you need 


IN BALTIMORE, 
REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 


MD. 
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Tate Offers Five 
Package Programs 
on Flat Rate Basis 


Cuicaco—Five transcribed syn- 
dicated programs just signed by 
Hal Tate Radio Productions will be 
offered to advertisers and stations 
at a flat rate of $2 per show and 
up, without regard to wattage or 
rate card rates. 

Sales of packaged shows on the 
basis of rate cards of individual 
stations has been almost axiomatic 
for years. But even though the 
smaller stations were offered the 
lowest prices in this manner, costs 
frequently were prohibitive. 

According to George Roesler, 


FREE Increase reader- 
ship of your ads 
with LIFE-like EYE* 
CATCHER photos. Used 
by biggest advertisers. 
Nothing like them any- 
where. 100 new su 

monthly. Mat or Glossy 
Print plan at low cost. 
Write for new FREE 
roofs No. 108. No obliga- 


ions. EYE*CATCHERS, 
10 E. 38 St.. N. ¥. C. 16. 


the company’s newly appointed 
vice-president for sales, the flat 
rate plan is an attempt to give lo- 
cal and regional advertisers in- 
teresting shows of all types at 
the lowest possible price. It natur- 
ally depends upon volume for its 
success. Mr. Roesler formerly was 
with Henri, Hurst & McDonald 
and more recently was an execu- 
tive of Radio America, proposed 
“fifth network.” Plans for the new 
web have been suspended. 

The five new programs are the 
“Smiley Burnett Show” ($100 for 
78 episodes) ; Alexander McQueen’s 
“Nothing But the Truth”; a new 
series based on the life of “Yellow 
Kid” Weil, author of the autobiog- 
raphy, “America’s Master Swind- 
ler”; Frann Weigel’s “When Day 
Is Done,” and the “Tom, Dick & 
Harry Show.” The package house 
also is dickering for distribution 
of two other program series. 

For about a year and a half, the 
Tate organization has handled 
“Who's Talking,” a mystery voice 
program whose price was based 
on station rate cards. It will con- 
tinue to be sold on that basis. . 


Newspaper Week Plans Set 


The tenth anniversary of Na- 
tional Newspaper Week, to be ob- 
served Oct. 1-8, will have as its 
theme, “Rediscover Your Home 
Town,” and will use the slogan, 
“Freedom Goes Where the News- 
paper Goes.” Metro Newspaper 
Service again will make the offi- 
cial emblem available to all news- 
papers. Stamps-Conhaim-White- 
head, Inc., will offer mats carrying 
a special letter from President 
Truman, plus other promotion 
material. Special cartoons will be 
prepared by the editorial cartoon- 
ing class of the State University 
of Iowa, School of Journalism. 


American Steel Names 3 


Norman M. Sted, assistant man- 
ager, has been named manager of 
the manufacturers’ products sales 
division of American Steel & Wire 
Co., Cleveland. Maxwell D. V. 
Millard, assistant manager of sales 
in Detroit, has been appointed 
manager of Detroit district sales 
office, and Edward A. Murray, 
manager of the manufacturers’ 
products sales department in Chi- 
cago, has been named manager of 
the Chicago district sales office. 


ITH the geared Times-Picayune and New Orleans States, you 
move hands—hands by the thousands to your product! 


With good reason ... these two are the unchallenged, biggest sell- 
ing force in the market ... and their geared, moving-in-different-di- 
rection circulations gain for you coverage as complete as a day of 


twenty-four hours. 


Daily, in the New Orleans city zone market of 187,900 families... 
The Times-Picayune’s and States’ circulations total 225,679—with an 
added 44,957 in the trading zone ... 


Here’s daily coverage plus ... You're in better than one news- 


paper for every three persons (children included) in the New Orleans 


. city zone—where retail sales in °48 totaled $617,595,000 ... where 
booming, billion-dollar port business is second in the U. S. A. ... 
where an upcoming program of municipal building is to add income 


millions! 


And Sunday, with The Times-Picayune-States you enjoy a whop- 
ping 202,893 circulation in and around New Orleans, 81,710 outside the 


ties, 10% in 21 others ... 


Now is the time ... 
The Times-Picayune and States ... 


double time in a twenty-three jewel market. 


Hew 


TIMES-PICAYUNE and STATES 


GEARED TO SELL THE NEW ORLEANS MARKET 
Moving in different directions! 


Olean 


city—better than 20% coverage in 33 Louisiana and Mississippi coun- 


to have Jann & Kelley, Inc., tell you about 
the direct, geared way to make 


Population, sales figures from Sales Management 
Circulation figures, 3 months ending March 31, "49 
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Bob Smith, art director of Gordon & Mottern, New York, left for two 
weeks at Nantucket loaded down with brushes, oils and canvas for some 
uncommercial art during his vacation. Bob Desirens of Hewitt, Ogilvy, 
Benson & Mather, New York, also is spending two weeks there... 
Foote, Cone & Belding’s TV director, Roger Pryor, is aboard his cruiser, 
the Whistler, for two weeks. . . 

Among returning passengers on the Ile de France were Bill Tuttle, 
vice-president of Ruthrauff & Ryan, New York, and his wife, Alice 
Frost of radio fame. A month’s vacation took them through England, 
Sweden, Switzerland and France. . . 

New York’s Broadway sign king, Douglas Leigh, and Patricia Cham- 
berlain, fashion executive, were married in Atlanta not long ago... 


FOUNDERS—Leo Burnett Co.'s Reaching for the Stars trademark was used for the 

design of lapel pins and neckties for members of the Chicago agency's Five Years 

and Over club. Margaret Stevens, copywriter, and John Olson, vice-president and 

senior art director, display their awards on the occasion of the company’s 14th an- 

niversary Aug. 5. Both are members of the “founders class,” having been with Burnett 
since its founding in 1935. 


July 23 was the great day for Armen Adajian, executive vice-president 
of Pilgrim Advertising, Chicago. He was married in South Bend to 
Katherine Bird. . . 

Clarence S. Hutt, ad manager of Winchester Repeating Arms Co., New 
Haven, who has retired after 30 years’ service, was given a testimonial 
dinner at the New Haven Lawn Club, with D. C. Cronin, advertising 
and sales promotion manager of Olin Industries, as toastmaster. . . 

The Don Lee network’s publicity director, Jim Parsons, is recuperat- 
ing from a nasal operation. .. And Harvey Olson, program manager of 
WDRC, Hartford, Conn., is back at his desk after eight months’ illness. . 

In this month’s issue of American Magazine, L. S. (Stick) Randall, 
founder and past president of the Sales Executives Club and a past 


Pal 
; @ 


hee ome 


WINNERS—Ted Bates’ proud winners of Publishers-Advertising 1949 softball trophy 
include (front row): Thomas Wall, James Balitsos, Manager Matthew Mahon, Coach 
William J. Kecker and John Sharkey, who was voted most valuable player. Back 
row: Louis Tomasulo, William Murray Jr., Charles Schiller, Paul Reardon, Laurence 
Sullivan, Martin Quinn, John Roes, Richard Leonard and Jack Martin. 


president of the New York Adclub, tells of drinking “Hiroshima cock- 
tails” in a successful fight against cancer. Although doctors won't say 
that Mr. Randall is cured of the disease, they admit it has been ar- 
rested. . . 

Walter C. Laidlaw, vice-president and general manager of United 
Foundation, Detroit fund raising organization, received a $1,000 check 
from Harry Wismer, general manager of WJR, Detroit, toward a fall 
campaign for consolidating numerous charitable appeals into one big 
drive. Presentation of the jackpot, which had accumulated on the 
Goodwill Station’s “Anything Goes,’ was made on “Topics for Today” 
program. . . 

Look applauds Marjorie Husted, General Mills’ Betty Crocker, in the 
Aug. 16 issue. Mrs. Husted starred as Advertising Woman of the Year 
at the AFA convention in Houston. .. When Oneida Ltd. gives out golf 
prizes they’re something. Wallace (Dick) Richardson of Life acquired 
a silver niblick and a 26-inch Ascot tray for the lowest 18-hole gross 
during the silverware company’s annual invitation tournament at Oneida. 
N. Y. H. W. Brewer, Good Housekeeping, took second prize, a water 
pitcher. Dave Danforth, BBDO, captured first low net prize, and Jack 
Reiss of Life came in second. Three trick prizes went to Warren Agry 
of American Home, Jim Mitchell, True Story, and Bob Young of Living 
for Young Homemakers. . . 

Planning her trousseau for a fall wedding is Nadine Miller, director of 
press and publicity, C. E. Hooper, Inc., whose engagement to Alfred C. 
Horsch, vice-president of the Pitman Publishing Co., New York, has 
been announced. . . 
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24 Associations 
Run Ad Asking End 


of Excise Sales Tax 


New YorK—A full-page ad ad- 
dressed to the President of the 
United States, urging repeal of 
wartime excise sales taxes, ap- 
peared Aug. 9 in the New York 
Times and the Washington Post, 
sponsored by 24 trade associations. 

The Biow Co., New York, pre- 
pared the copy and placed the ad. 
No other advertising is scheduled, 
according to the agency, which de- 
clined to reveal the names of 
members of a joint committee that 
authorized the advertisement. 

The ad quotes a recent statement 
by Beardsley Ruml, former chair- 
man of the Federal Reserve Bank 
of New York, that excise tax rates 
in the United States can be re- 
pealed by Aug. 15, if Congress 
wishes to do so. These taxes, Mr. 
Ruml is quoted as saying, “are 
one of the main causes of grow- 
ing unemployment.” 

Associations sponsoring the ad 
were listed as follows: 

American Fur Merchants Association, 
American National Retail Jewelers’ As- 
sociation, American Retail Federation, As- 
sociated Fur Manufacturers, Association 
of Southern Farmers and Trappers, Gas 
Appliance Manufacturers Association, In- 
stitute of Distribution, Limited Price Var- 
iety Stores Association, Mail Order Asso- 
ciation of America, Motion Picture As- 
sociation of America, National Associa- 
tion of Chain Drug Stores, National As- 
sociation of Credit Jewelers, National 
Association of Music Merchants, National 
Association of Retail Clothiers and Furn- 
ishers, National Association of Shoe Chain 
Stores, National Retail Dry Goods Asso- 
ciation, National Retail Furniture Asso- 
ciation, National Retail Hardware Asso- 
ciation, National Shoe Retailers’ Asso- 
ciation, National Wholesale Druggists As- 
sociation, Retail Credit Institute of Am- 
erica, Southwestern Furs, Inc., Theatre 
Owners of America and Toilet Goods 
Association. 


Chevrolet Appoints Two 


H. E. Crawford, manager of the 
Flint region, has been named west- 
ern assistant general sales man- 
ager of the Chevrolet Motor divi- 
sion of General Motors Corp. Ivan 
X. Sarvis, who had been in charge 
of the western area, has been ap- 
pointed assistant general sales 
manager in charge of the eastern 
half of the United States. 


Appoints Stedfeld & Byrne 


Bunell Machine & Tool Co., 
Cleveland, manufacturer of special 
machines, dies, tools and fixtures 
for the automotive and other in- 
dustries, has appointed Stedfeld & 
Byrne, Cleveland, to handle its ac- 
count. The company will launch a 
campaign with color pages in Sep- 
tember issues of industrial and 
business publications. 


To Wilson, Haight & Welch 


Adrien Mey & Co., New York, 
sales distributor for Laines Du 
Pingouin, Roubaix, France, manu- 
facturer of Penguin hand-knitting 
yarns, has named Wilson, Haight 
& Welch, Hartford, Conn., to han- 
dle its advertising. Magazines and 
trade publications will be used. 


- Spark up your selling 
message with a new 
visual factor... use 
3-Dimensional Typo- 
Art for that visual lift! 


We design, set 
type, and supply 
specialized work 
for advertising 


MANN GRAPHIC ARTS 


Mount Morris . Illinois 


Charlotte Agency Revamped 


Kilroy, Hague & Atkins, Char- 
lotte, N. C., agency, has been re- 
organized and will elect a new 
board of directors and officers at 
a stockholders’ meeting in the near 
future, according to Maynard Ed- 
wards, executive vice-president in 
charge of agency operations. He 
said the company will continue to 
maintain offices and production 
studios in the Cutter building, with 
J. B. Clark production manager. 


Telemount Names Griffith 


Homer Griffith, formerly sales 
manager of KDYL-TV, Salt Lake 
City, has been named vice-presi- 
dent and general sales manager of 
Telemount Pictures, Inc., Holly- 
wood, producer of open-end tele- 
vision package shows. 


To Progressive Tool & Die 


A. A. Cambria, formerly New 
England advertising manager of 
U.S. Broach Co., has been ap- 
pointed director of sales of Pro- 
gressive Tool & Die Co., Worcester, 
Mass. 


Seco Starts New Campaign 


Steel Equipment Co., Cleveland, 
manufacturer of Seco steel and 
wire mill equipment, has started 
a new campaign featuring its hy- 
draulically operated wire spoolers 
and sheet steel slitting lines, with 
full-page ads in publications serv- 
ing the steel and metal working 
industries. Stedfeld & Byrne is the 
agency. 


Issues ‘Career’ Booklet 


The National Restaurant Associ- 
ation, Chicago, has published a 20- 
page, illustrated booklet, “Your 
Career in the Restaurant Indus- 
try,” which will be distributed to 
vocational counselors, libraries and 
schools through state and local 
restaurant groups. 


Jerrol Names Froeckmann 


Arthur Froeckmann, formerly 
assistant purchasing agent of Mc- 
Quay Norris, and advertising con- 
sultant of the St. Louis County Ob- 
server, has been named account 
executive of Jerrol & Associates, 


St. Louis. 


Mueller Joins KWK 


Fred J. Mueller, a member of 
the promotion and research de- 
partment of KMOX for ten years, 
has been named assistant to the 
director of merchandising promo- 
tion of KWK, St. Louis. 


Emerson Shows 3 TV Sets 


Emerson Radio & Phonograph 
Corp., New York, has added three 
more models to its new line of TV 
receivers. Among them is a 10” 
table model which will retail for 
$199.50. 


>) At Idec GIFT, PREMIUM OR PRIZE 


VATHALLOWELL EC a0) 
i | with interchangeable tools 


Seven (7) different tools for making 
repairs around the home, office, farm 
and avtomobile ...or for model build- 
ing and hobby crafting. Tools are high 
grade alloy steel .. . handles are dur- 
able, bright red plastic. All tools are 
housed in hollow plastic handle. Kits 
are individually packed. Handles can 
be imprinted at nominal cost. Write 
for literature, state requirements. Quo- 
tations sent prompitly. 


STANDARD PRESSED STEEL CO. 


JENKINTOWN, PA. Box 10 
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2K ADVERTISING LITERATURE 


YOUR BEST SALESMAN... 


PRINTING INK 


Wherever products are sold—you'll find printing 
inks on the job. On point-of-purchase displays, 
on posters, on the packages themselves, print- 
ing inks carry your sales message, tell your story 

to your customers. More and more merchandisers 

are taking advantage of color to help make their 


advertising produce more results. Almost half the daily 


newspapers in the country now offer color to their adver- 


ts 


Printing ink is your best salesman. 


tisers—some newspapers have recently announced that they have 
four-color facilities now available. In magazines, on displays and packages, color 
sells! And remember that only in the medium of printing inks can your product 


be reproduced in lifelike color—the way your customers see and remember it. 


Printing Inyx Makers 
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Industrial Press 
Will Issue Heating 
News Tabloid Soon 


New York—Industrial Press, 
publisher of Heating and Venti- 
lating and Machinery, is preparing 
to bring out a new tabloid publica- 
tion to be known as Heating and 
Plumbing Equipment News. 

According to Robert Luchars, 
president of Industrial Press, the 
specific publication date has not 
yet been set. 

The new paper, to have a con- 
trolled circulation, will go to con- 
tractors, dealers and distributors 
of heating and plumbing equip- 
ment who specialize in small resi- 
dential and mercantile buildings, 
Mr. Luchars said. Heating and 
Ventilating has its circulation in 
the large building field exclu- 
sively. 

Harold L. Gray, publishing man- 
ager of the company’s three pa- 
pers, will fill the same position 
on the new sheet. 


Richel Appoints Ramsdell 


Richel Distributors, Inc., Phil- 
adelphia cosmetic manufacturer, 
has appointed Lee Ramsdell & 
Co., Philadelphia, to handle its ad- 
vertising. Newspapers, radio and 
car cards will be used for an in- 
itial campaign for Richel Charm 
cream deodorant. 


Koppers Promotes Fedan 


S. H. Fedan, manager of the 
aeromatic propeller department of 
Koppers Co., Pittsburgh, has been 
appointed assistant to the sales 
manager of the metal products di- 
vision. 


Plans Plastics Exhibit 


The 1950 National Plastics Ex- 
position will be held March 28-31 
at Chicago’s Navy Pier. The ex- 
position is sponsored by’ the So- 
ciety of the Plastics Industry. 
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Just a minute, mister, before 

you make that fatal leap. Instead, 
just hop over to the phone and call 
STATISTICAL. We offer a com- 
plete service that relieves you of 
all worries on tabulating, cal- 
culating, Vari-Typing, typing and 
marketing research tabulations. 
We can even supply you with 
temporary office help when you 
need it. Call our nearest office . . . 
it's a jump in the right direction. 


TABULATING + CALCULATING + TYPING 
MARKETING RESEARCH TABULATIONS 


(in your office or ours) 


Y 
TABULATING COMPAN 


M, R. Notoro, President 


53 W. Jackson Bivd., Chicago 4, Ill. HA 7- 2700 
50 Broadway, New York 4, N.Y. WH 3-8383 
Arcade Building, St. Lovis 1, Mo. CH-5284 


Harold Mann Forms Company 

Harold F. Mann has resigned as 
vice-president and secretary of 
Mills, Lund & Mann to form his 
own organization, Harold F. Mann 
& Co., 205 W. Wacker Dr., Chicago 
6, which will specialize in market- 
ing and advertising service to the 
building industry. 


L. A. Agency Moves Office 

Steller, Millar & Lester, Los An- 
geles agency, has moved its offices 
from 112 W. 9th St. to 2700 W. 
Third St. 


Heminway Joins Bramson 


Stuart Heminway, formerly New 
England manager of U. S. News & 
World Report, has joined Bramson 
Publishing Co. as New England 
manager of Production Engineer- 
ing & Management. He will make 
his headquarters in Boston. 


Patterson Names Bumberg 

Jay Gabriel .Bumberg, Adver- 
tising, New York, has been named 
to handle the advertising of Pat- 
— Co., Newark, fraternal jew- 
eler. 


Appoints Francis Murphy . 

Francis H. Murphy has been ap- 
pointed sales manager of the in- 
dustrial threads division of Beld- 
ing Heminway Corticelli Corp., 
New York. He succeeds F. L. John- 
son, who has been made president 
of the company. 


Bach Gets Tie Account 


Franc-Strohmenger & Cowan 
Co., New York tie manufacturer, 
has retained Henry Bach Associ- 
ates, New York, to handle point-of- 
sale display. 
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‘Steel’ Promotes Campbell 

Walter J. Campbell, associate 
editor, has been promoted to news 
editor of Steel, published by Pen- 
ton Publishing Co., Cleveland. Wil- 
liam M. Rooney, with Penton for 
31 years, has been named market 
editor of Steel. 


WLW Appoints Fremd 


Theodore Fremd, formerly mer- 
chandising manager of G. M. Bas- 
ford Co., New York, has been 
named New York sales representa- 
tive of WLW television stations. 


Oe 
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Dow Lee AND ONLY DON LEE can give you local 
network radio sales coverage on the Pacific Coast... because only Don Lee is designed especially 
for the Pacific Coast, where markets are big but mighty far apart. 

Think we're kidding? Take-a look at a map; compare the Pacific Coast with the East Coast. The 
Pacific Coast is just as big, but there’s also a big difference. The Pacific Coast is covered with moun- 
tains — high ones — many of them over 14,000 feet. Nearly every worthwhile market is surrounded 
by mountain ranges. 

Look how many stations the networks use to cover the East Coast. Well, long range broadcasting 
is even more unreliable on the West Coast. If you need complete coverage, complete local penetration 
of this big, rugged, 1,352-mile-long Pacific Coast, you need the network that has enough stations (45) to 


LEWIS ALLEN WEISS, Chairman of the Board « WILLET H. BROWN, President + WARD D. INGRIM, Vice-President in Charge of Sales 


1313 NORTH VINE STREET, HOLLYWOOD 28, CALIFORNIA * Represented Nationally by JOHN BLAIR & COMPANY 
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Of 45 Major Pacific Coast Cities 


ONLY 10 3 

have stations have Don Lee 
of all 4 and 2 other 
networks network stations 
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network station 


7 25 
have Don Lee have Don Lee 
and 1 other and NO other 


network station 
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‘Buy Your Christmas 
Cards Early,’ Gibson 
Ads Remind Public 


CINCINNATI—It’s “Only 101 days 
‘til Christmas,” Gibson Art Co. 
will remind shoppers next month 
in an expanded newspaper cam- 
paign—the biggest it has ever run 
—urging the public to “buy now” 
and avoid the holiday rush. 

The century-old greeting card 


manufacturer, strictly among the 
ranks of non-advertisers up until 
five years ago, has boosted its 1949 
budget 25%. Starting Sept. 14 it 
will run a series of three or four 
“buy early” appeals in 225 news- 
papers throughout the country. The 
525-line opener and 350-line fol- 
lowup ads will be bigger than those 
used in 175 dailies last fall, when 
Gibson inaugurated the plan. 
Gibson decided last September 
to encourage dealers to meet the 
increasing competition of house-to- 


house canvassers by setting up dis- 
plays of Gibson’s Christmas cards 
in boxed assortments, and by ty- 
ing in with their own advertising 
and promotion, The response was 
enthusiastic and store volume was 
“the biggest ever,” many retailers 
reported. 


ws In the new series, Gibson places 
more emphasis on the boxed as- 
sortments, which lend themselves 
better to early merchandising than 
straight “counter” cards, which are 


sold individually. Spreads in Au- 
gust issues of trade publications 
inform Gibson’s several thousand 
dealers that a new tie-in program 
has been set up to help them co- 
ordinate their advertising, win- 
dows and store displays. Gibson 
hopes they’ll have the displays set 
up by Sept. 15. 

The “buy now” ads will run 
through October. Then Gibson will 
revert to its regularly-scheduled 
140-line copy. Almost its entire 
consumer budget goes to news- 


release your sales message locally from within the 45 important buying markets . . . TrHat’s Don LEE. 
To completely cover the Pacific Coast’s 15% billion dollar sales markets — locally — buy the Pacific 


ALANA 4 


Coast’s own point of sale network: Don Lee... and sell the people where they live. 


Don Lee Stations on Parade: KMYC—MARYSVILLE, CALIFORNIA 


Here is an outstanding example of Don Lee’s policy of maintaining network service within the markets — where the 
people live. Marysville is located right on the boundary line of Yuba and Sutter counties — and KMYC is the only 
network station in either county. According to Sales Management's 1949 Survey of Buying Power, population of these 
2 counties is 54,400 and retail sales total $54,850,000. Don Lee feels this market is worthy of a LOCAL station. 
Regional advertisers who know the Pacific Coast depend on all 45 Don Lee stations to sell their merchandise and 


services LOCALLY — where the people live! 


The Nation’ Greatest Regional Network 
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papers, although it sponsors a one- 
market radio show, “Uncle Elmer’s 
Song Circle,” Sundays over WEEI, 
Boston. Its objective since it 
started advertising five years ago 
has been threefold: Remind people 
not to forget the cards they ought 
to send; sell them on quality cards, 
and, of course, get them to think 
of Gibson as the quality line. 

Christiansen Advertising 
Agency, Chicago, handles the ac- 
count. 


Artists Publish Directory 


The American Federation of 
Arts, Washington, D. C., has pub- 
lished the 1949 “Official Directory” 
of American illustrators and ad- 
vertising artists, which lists art- 
ists’ names and addresses, phone 
numbers, types of work, and their 
authorized representatives. The 
104-page directory, which sells at 
$6 a copy, features a code of fair 
practice established by a joint 
ethics committee set up by three 
sponsoring groups, the Society of 
Illustrators, Art Directors Club of 
New York, and Artists Guild of 
New York. 


Mutual Closes Sales Offices 


Mutual Broadcasting System has 
closed its Detroit sales office. 
Within a few weeks the Atlanta 
office will be closed and Phila- 
delphia may follow later, as part 
of its program to centralize sales 
operations in New York. 


but is jayt right for pen and ink 
and particularly lettering. 
Size: 22° x30"... 


. of 50 sl 
(Minimum mail order 1 doz. 
sheets). 


PRESTO-TYPE 
To "Set" your own type bead- 
ings. Each transparent plastic 
sheet has several complete al 
bets in black and white. Place 
self-adhering lewers directly on 
artwork for Pe luction 
copy for offset, multilich and 
letterpress. 

on 75 per Gost, 

complete chart of types 

available. 


&-Z FRISKET 

An adbesive coated frisket pa 
for immediate use. Fost 

strip off protective backing sheet. 

No mess . . . no tu cement 
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Desk Roll: 24°x Syds. $ 3.00 

Jumbo Roll: 24"x20 yds. 10.00 
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MY LOCAL DEALER VS .......0cce---eeeererrrrerrrnrnrn J 


Visit America’s Largest 
Art Supply Center 


OF ART MATERIALS” 


Az. * 


ARTHUR BROWN & BRO. Inc. 
New York 19 N Y 


2 West 46th St 
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Students’ Loyalty 
to Brand Candies 
Showed by Survey 


New York—A recent survey by 
the Student Marketing Institute of 
New York for Brand Names Foun- 
dation reveals that the $4,000,000 
spent annually by candy makers is 
bringing returns in strong brand 
consciousness among young people. 

Covering 44 high school and col- 
lege campuses in 29 states, the sur- 
vey showed that 77.6% of more 
than 1,800 students interviewed 
relied on brand names in buying 
candy bars, while 78.6% bought 
boxed candy with similar reli- 
ance, and 78.8% based chewing 
gum purchases on brand influence. 
Among a brand-indifferent mi- 
nority, store convenience guided 
purchases of boxed candy by 12%, 
chewing gum 18.8% and candy bar 
purchases 18.9%. 

At the annual convention last 
June of the National Confectioners’ 
Association in Chicago, the na- 
tion’s candy manufacturers gave 
up consumer advertising as an in- 
dustry. Leo Burnett Co., Chicago, 
resigned the account, which it had 
handled since the start of the trade 
group’s Council on Candy in 1942 
(AA, June 13). 

According to the survey, a com- 
parison of boys and girls showed 
girls slightly more brand conscious. 
While 81.8% of the girls admitted 
buying boxed candy by naming a 
particular brand, 76.5% of the boys 
depended on brand names. In buy- 
ing candy bars, the brand loyal 
segment of the girls was 77.3%, 
and boys 74.6%. Girls buying 
chewing gum by brand were 79.9% 
of the total; the comparable pro- 
portion of boys was 78%. 


Pulse to Standardize 
Italian Language Studies 


Pulse, Inc., New York, will base 
future studies of Italian language 
radio listening habits in the New 
York area on a standarized sample 
based on the distribution of the 
population, the same pattern to 
be used on all such studies. 

These “surveys will be made 
available jointly to all stations on 
a participation basis. No fractional 
audience studies of the sort made 
in the past will be released to any 
single station. 
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Morrow Names Harbour 


I. C. Harbour, formerly assist- 
ant sales manager of Whiting Corp. 
and recently advertising director 
and sales manager of Comfort 
Products Corp., Dallas, has been 
named an account executive of 
Tim Morrow Advertising, Chicago. 


Parkersburg Names Lewin 


Parkersburg Steel Co., Parkers- 
burg, W. Va., manufacturer of 
Blu-Pride steel products, has 
named A. W. Lewin Co., New York, 
to place advertising for kitchen 
utensils in trade publications. 


Plugs New Popcorn Package 


R. Gerber Co., Chicago, will use 
television, newspaper and radio 
to promote its new all-in-one 
package containing a popping oil 
and golden hybrid popping corn. 
The agency is Newby & Peron, 
Chicago. 


Premium Buyers to Meet 


The 17th annual National Pre- 
mium Buyers Exposition, spon- 
sored by the Premium Advertising 
Association of America, will be 
held March 28-31, 1950, at the 
Stevens Hotel, Chicago. 


Ford Appoints Davis 


Harry T. Davis, formerly an 
account executive of Stevenson & 
Scott, Toronto, has been appointed 
supervisor of advertising of the 
Mercury-Lincoln-Meteor division 
of Ford Motor Co. of Canada, 
Windsor. 


Elgin Appoints Schenet 


Neal G. Schenet, assistant di- 
rector of sales research, has been 
appointed to the newly created 
position of director of sales train- 
ing for Elgin National Watch Co., 
Elgin, Il 


Advertising Age, August 15, 1949 


Plans Furniture Market 

The National Association of 
Summer Furniture Manufacturers 
is planning promotion of its sec- 
ond annual fall market, slated for 
Chicago, Oct 24-29. Business pa- 
pers will be used, supplemented 
by a publicity program. Harold J. 
Siesel Co., New York, is the agen- 
cy. 


Two Name Ritter & Sanford 
Ritter & Sanford, New York, 
has been named to handle the ad- 
vertising of Raber Mfg. Co. and 
Pleasant Hills Industries. 


MARKETS 


IN CHICAGO YESTERDAY — 


imaginative planning that included slum- 


Population is shifting. Shopping streets and 
shopping centers are re-locating. Buying and 
shopping habits are changing. These are 
typical af the changes taking place every 
day, not only in Chicago, but in markets 


FAST . cece. 


Chicago’s housing boom is changing this market fast. . . 
across the couatry. Changes which require 
new strategy for effective sales planning. For 


IN CHICAGO TODAY — ks 
7,400 new housing units in 1947-48 


ing 390 million dollars: 8,052 new housing 
“units costing 65 million dollars scheduled 


in changing markets, yesterday’s sales pro- 
gram won't produce today’s quotas...you 
need today’s market facts, today. 
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Spectrolux Promises 


Low Cost Animation 


New YorkK—Spectrolux Tele- 
vision Corp., a newly formed TV 
production company, has an- 
nounced plans for producing high 
quality animated commercials at 
a cost, it says, that will fit the 
pocketbook of the small adver- 
tiser. 

Head of the company is Tom 
Farrell, president of Farrell Pub- 
lishing Corp. 


Basic rates are $160 for a 20- 
second silent spot and $465 for a 
one-minute silent spot. Prices 
with sound have not been set. 

The company said these prices 
are made possible by a new film- 
ing system, which uses lighting de- 
vices to give the effect of anima- 
tion. This short cut to the illusion 
of movement, usually achieved 
through the elaborate process of 
shooting thousands of drawings, 
results in a big saving in produc- 
tion outlay. 

Among Spectrolux’s first clients 


are Admiral Corp. (Kudner Agen- 
cy); Golden Guernsey Milk Pro- 
ducers Association (Badger, 
Browning & Parcher; Community 
Chest Councils of America; WJZ- 
TV, New York; WFIL-TV, Phila- 
delphia; WMAR-TV, Baltimore; 
WMAL-TV, Washington. The sta- 
tions have contracted for weather 
reports, time signals and station 
breaks. 


Swedish Bureau Changes Name 


Swedish Travel Information Bu- 
reau has changed its name to 


Swedish National Travel Office in 
order to identify more definitely 
the organization as a non-com- 
mercial, national Swedish travel 
representative. Offices at 630 5th 
Ave., New York 20, remain un- 
changed. 


Joins Sudler & Hennessey 


John Freeman, formerly vice- 
president of Niagara Lithograph 
Co., has been named general man- 
ager of Sudler & Hennessey, New 
York, commercial art studio spe- 
cializing in pharmaceutical adver- 
tising. 


© ofe ¢ HEARST ADVERTISING SERVICE Knows THE CHANGING MARKETS 


H. A. S. men have their fingers on the “sales 
pulse” of the ten major markets across the 
country which they represent. They’ve 
charted, classified, evaluated these markets 
block by block. Know the changes taking 
place constantly as population shifts, as re- 
tail areas move, as traffic is rerouted, as buy- 


ing habits change. 


_. COMMODITY SURVEYS 
Spotlight the distribution and sales 
- gank of leading commodities among 
~~» getail outlets in ten Hearst cities. 


ce ae a ad 


As a result, the Hearst Newspaper Research 
and Marketing Departments’ “Marketing 
Aids” have proved helpful to many sales and 
advertising executives. Perhaps, we can be 
of service to you. To investigate the possi- 
bilities, call or write the Hearst Advertising 
Service man nearest you today! 


STRATEGIC MARKETING AIDS 


SALES OPERATING CONTROLS 
Specific, flexible, practical, usable —a graphic 
visualization of each of nine great markets. 
541,604 city blocks walked and analyzed for 
sales operating...445,456 retail outlets located 


TEN MARKET STUDY 


Includes general characteristics, vacation 
activities, product rank at consumer level 
for general household items, food items, 
cosmetics and toiletries in ten major mar- 


Hears 


Herbert W. Beyea, General Manager 


Offices in principal cities 
representing 


Baltimore News-Post American 
Pittsburgh Sun-Telegraph 
New York Journal-American San Francisco Examiner 


and classified on routed lists... 


ket and its parts. 


AUTOMOTIVE STUDY 


Indicates consumer likes, dis- 
_. likes, buying habits, shopping 
habits and brand preferences for 
various automotive commodities. 
Sponsored by Hearst Newspapers 
in ten major markets, conducted 
by Alfred Politz Research, Inc. 


markets. 


KNOW YOUR NEWSPAPER MAN TO KNOW YOUR MARKETS 


{ Advertising Service 


* 959 8th Avenue, New York 19, N. Y. 


Detroit Times 
Boston Record-American Advertiser 
Albany Times Union 


3,037 shopping 
centers and streets located on maps —to enable 
you to evaluate the sales potential of each mar- 


MARKET ANALYSES 
Market detail on population, 
sales, industries and other | 
characteristics including com- 1 
parative coverage of all 
newspapers in each of ten 


Los Angeles Examiner 
Chicago Herald-American 
Seattle Post-Intelligencer 
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ANSWER: 


InGreater Toronto 


Canada’s Richest 


Market! 


where more than 


: 80% 


of the families 
read the 


TORONTO 
STAR 


NOW OVER 


360,000 


Copies Daily ! 
° ; 
80 King St. W., Toronto 


University Tower Bldg., Montreal 
In U.S.—Ward-Griffith Inc. | 
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Appoints Charles Parker 


Charles J. Parker has been ap- 
pointed director of the news-ad- 
vertising division of the North 
Carolina State Department of 
Conservation and Development. 
He succeeds Bill Sharpe, who re- 
signed to take a public relations 
post with the Carolina Power & 
Light Co. Mr. Parker has been 
serving as private secretary to 
Governor Kerr Scott. 


Atlas Time Names Moss 


Atlas Time Corp., New York, 
manufacturer of timers for sports 
and industrial purposes, has named 
Moss Associates, New York, to 
handle advertising in sports, ath- 
letic coach, and industrial publica- 
tions. 


(Simpson-REILLY, LTD. ) 
Publishers Representatives 


LOS ANGELES HALLIBURTON BLDG. 


SAN FRANCISCO RUSS BUILDING 
\ SEATTLE NEW WORLD LIFE BLDG. 


McCabe Urges Better Selling 
By Securities Dealers 


WASHINGTON—High taxes and 
poor earnings have a lot to do with 
the stock market’s postwar dol- 
drums, says Federal Reserve Chair- 
man Thomas B. McCabe, but so 
has the stock market’s indifference 
about its own future. 

Finding that large numbers of 
investors are unwilling to take 
“reasonable risks,” Mr. McCabe 
says it is time for the people who 
market securities “to give extraor- 
dinary consideration” to ways and 
means of informing the public 
more fully about investment op- 
portunities in stock ownership. 

Before a Senate banking and 


By STANLEY E. COHEN, Washington Editor 


jcurrency subcommittee last week, 


he pointed out that 62% of the 
people studied in Federal Reserve’s 
1948 savings survey were hostile 
to common stock ownership, 30% 
because they were not familiar 
with stocks. 

“While we don’t want to oversell 
stocks to receivers of small in- 
comes,” he told the senators, “it 
seems clear that certain merchan- 
dising adjustments can and should 
be made to reach farmers, skilled 
laborers, proprietors of small busi- 
nesses and professional people who 
made large income gains since pre- 


war days.” 
He suggested “more adequate 
attention” to upper-middle-in- 


come families as prospects for 


securities of investment trusts. He 
also urged that corporations look 
to cultivation of the market for 
future equity financing by giving 
the general public, particularly 
stockholders, more information 
about their operations, their finan- 
cial position and their earnings. 


Presidential Assistant John 
Steelman’s effort to channel gov- 
ernment business into “depressed” 
areas simply applies in reverse a 
technique used during the war to 
beat manpower shortages. Looking 
back a half dozen years, he re- 
membered that the War Manpower 
Commission once listed nearly 150 
communities as critical manpower 
shortage areas, which could not 
handle any additional war work. 
Last week, Mr. Steelman listed 11 
communities with “critical” unem- 
ployment, and urged government 
agencies to send them whatever 
business they could. A “critical” 
area is one with more than 12% 
of its labor force out of work. 

It may prove next to impossible 


*. 


A Dummy Becomes a KRNT 
Personality and Wins the 


at that. 


break all the 


a safety rule. 


We teach it 
FUN! 


towheads. 


I'm a dummy, Iam... 
I cross streets against the lights 
. don’t pay no attention to nothin’... 


We put on a fun-session broad- 
cast every Saturday. Our Des Moines 
Safety Legion membership tops 10,000 


VARIETY Magazine said I got “respon- 
sibility to youth” and gave KRNT the 
Showmanagement plaque award because 
of my doings. 
But shucks — I sorter felt all along I 
had responsibility. All us KRNT per- 
sonalities got responsibility to everybody, 
and because of that this station has won 
six national awards in four years. 


Us KRNT Personalities have to know 
showmanship and selling . . . don’t make 
no difference whether it’s selling public 
service or merchandise. Guess that’s why 
everyone knows KRNT as “The Station 
With the Fabulous Personalities and 
the Astronomical Hoopers.” 


man-sized .one 


traffic rules in the book. 


But just because of me the kids all over 
town yell “Hey Bob!” 
Beam!) when they see some guy break 


(Hey, Be on the 


Me and Bill Riley (He’s a live guy, great 
with the kids, too) make a game of safety. 


the sugar-coated way — 


Sure made me proud! 


Ask a Katz Man to Tell You the Extraordinary 
Story of KRNT, the Register and Tribune Station 


in Moines... 


With Its 


Tremendous Seiling 


Power at Lowest - Cost - Per - Listener. First For 


Fall — BUY KRNT! 


to transmit Mr. Steelman’s plan 
down through procurement offices 
into the form of work-producing 
contracts for the right things from 
the right plants in the right towns. 
On the other hand, the success or 
failure of the plan may never be 
known. Top government econo- 
mists are convinced that the busi- 
ness spiral is already on the re- 
bound. 


Drys are gloating over the ter- 
rific fuss which Senate interstate 
commerce committee Chairman 
Edwin Johnson (D., Colo.) has 
been able to kick up over the ef- 
forts of distillers to buy their way 
into network radio. Reports of an 
impending invasion of the air by 
distillers served to advertise hear- 
ings scheduled for Jan. 20, 1950, 
on legislation prohibiting any kind 
of advertising for liquor. A similar 
bill was bottled in the committee 
last year by a seven to six vote, 
but drys now think they have a 
good chance of ramming through 
something—perhaps a compromise 
measure to keep all alcoholic bev- 
erages—wine, beer and liquor— 
off the air. 


Washington publishers were in 
the front ranks of petitioners ask- 
ing the Senate’s District of Colum- 
bia committee to kill legislation 
prohibiting promotional ads by op- 
tometrists. Publishers said the bill, 
which applies only in the District 
of Columbia, “would deny the buy- 
ing public the right to compare 
prices of glasses and optometry 
services.” William L. Daley, Wash- 
ington representative of the 
National Editorial Association, 
charged that the bill “is part and 
parcel of an anti-advertising trend 
sponsored by a professional group.” 
He stood by the right to advertise 
“so long as advertising is truthful.” 


One of television’s major labor 
headaches has been alleviated by 
a National Labor Relations Board 
ruling bracketing television pro- 
jectionists and set lighting electri- 
cians at KLAC-TV, Los Angeles, 
into a unit with studio and trans- 
mitter engineers for bargaining 
purposes. Another feature of the 
decision which should reduce the 
danger of jurisdictional quarrels 
puts set designers, decorators, sce- 
nic artists, sign painters, show card 
artists, stage carpenters, set erec- 
tors, property men, prop makers, 
stage managers and make-up art- 
ists into a “program department” 
unit. 

ee 2e @ 


House judiciary subcommittee is 
in recess, summing up testimony 
from the initial three weeks of its 
full-scale examination of anti- 
trust statutes. So far, the commit- 
tee’s thinking is based exclusively 
on contributions of economists and 
government officials who have 
volunteered to recite their theories 
on the development of “monopo- 
lies.” 

According to full-time observers, 
committee sentiment currently sup- 
ports anti-merger legislation and 
repeal of anti-trust exemptions, 
such as the Reed-Bulwinkle Bill 
for railroad rate-making bureaus. 
Sentiment is developing for repeal 
of the Miller-Tydings Act, author- 
izing retail price maintenance 
where permitted by state laws. 

Business men can still make 
themselves heard when the com- 
mittee resumes in the fall. 


Shonting to Staples Press 


Howard Shonting, formerly edi- 
tor and publisher of Photographic 
Age, has been named general man- 
ager of Staples Press, Inc., New 
York and London publisher 0: 
general and technical books. 


WCCC Appoints Calvert 


William Calvert has been ap- 
pointed account executive in the 
commercial department of Sta- 
tion WCCC, Hartford, Conn. 


Advertising Age, August 15, 1949 
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Federal Reserve Figuses on 


WASHINGTON—Department store 
sales volume for the week ended 
July 30 fell behind sales for the 
same week in 1948, 1947 and 1946, 
according to the Federal Reserve 
Board report. 

Dollar volume for the week was 
11% below that for the correspond- 
ing week of last year. The expected 
upturn after the early July low- 
point has not been as sharp as in 
previous years. The sales curve has 
moved upward, but to date the 
rise is extremely small. 

Every city reporting to the 
board, with the exception of Wash- 
ington, recorded losses in the week, 
as compared to last year at the 
same time. Part of the rise in 
Washington, of course, can be at- 
tributed to the fact that Congress 
has been having difficulty in ad- 
journing. 

Most of the districts reporting 
show fairly uniform losses. The 
New England area, however, has 
experienced greater-than-sea- 
sonal declines in the past few 
months because of rising unem- 
ployment. The West Coast area, 
on the other hand, showed sur- 
prising strength on the latest re- 
port, although it is still too early 
to call the sales improvement a 
trend. 


a Commerce Department, mean- 
while, reports that chain store and 
mail order sales for June were 
$2,225,000,000, about 2% below 
May, 1949. The index figure for 
the month was 301, as compared to 
313 for the same month last year. 

Durable goods sales held steady, 
while the declines came primarily 
from the nondurable classifica- 
tions. Men’s wear, for example, 
was off 7% from May; shoe stores 
off 3%, and variety stores down 
3%. Drug store sales were un- 
changed in June, while chain gro- 
cery store sales fell 2% below the 
May level. 


% Change from 1948 
Jan. Mo. Wk. 


Federal Reserve to of July 
District and City May June 30 
UNITED STATES i —_7 —l1 
Boston District ................ oo —5 7 
New Haven . . —3 0 —25 
a 3 —4 2 
Springfield ... oo —5 —18 
Providence —4+ -—4 —24 
New York District ........ — —-—) —I4 
| —7 —10 —I17 
EN ixmditednphhintendcvidiidtioes 1 —3 --7 


READER 
AVAILABILITY 


— we call it! 


89% of the readers of the St. 
Petersburg TIMES, represent- 
ing 93.8% of this market's 
potential buying power, live 
not more than 20 minutes re- 
moved from any outlet of the 
national advertiser. 


Here is SPEED, ACTION, NO 


WASTED TIME OR DISTANCE 
between BUYING IMPULSE 
and POINT OF SALE. 


That's why we call it 
READER AVAILABILITY — and 
Reader Availability MAKES 
SALES in St. Petersburg, Amer- 
ica’s NEWEST 100,000 MAR- 
KET! 


ST. PETERSBURG © FLORIDA 


Daily T] MES Sunday 


Represented by 


Theis & Simpson Co., Inc. 


New York Detroit Atlanta Chicago 
Vv. J , Jr. in Jacksonville, Fla. 


nh 


DEPARTMENT STORE 


> SALES INDEX een 
® 1935.39 EQUALS 100 New Orleans 
Nashville 


1 Week to July 30, ’49*..p209 
j Week to July 23, ’49*..207 
Week to July 31, '48*..235 


Week to July 24, '48*..231 Little Rock ....... 
Month of June, ’49*...p267 ones - 


Department Store Sales 


Cleveland District ........ -_iI -s8 —I16 a 

0 =f —l1 —10 —I4 Fort Worth 

EL, criptxmeivtaitntion —4 —10 —12 Houston . 
ZA ‘ Cleveland — ..........ccecess —l1 -6 —I7 San Antonio .........0...... 
het ee a 1 —7 -—I15] San Francisco District .. 
_ ' Sa —1 -8 —13 Los Angeles Area .... 
I iihcccecrinens oo -—-8 —I16 TT 
Richmond District ........ 4 6 San Francisco ...... ilad 
Washington .................... 3 28 ,..) oe 
Se —4 —l1 Salt Lake City ............. 


Atlanta District 
Birmingham 


Chicage DiStrict 
Chicago ............. 
Indianapolis .. 
| ae 
Milwaukee 


Syracuse ......... 
Philadelphia District... —3 —4 —I4 


Philadelphia 


peninanosieenenens —6 —7 —15 
peasntengorcapese —4 —-4 —I15 


Month of June, °48*....289 Memphis —15 

Minneapolis District —12 

pPreliminary. 7. = 
*Not adjusted ° - au = ° 

- justed seasonally Duluth-Superior ........ —l1 —9 

Kansas City District .. —6 —l4 

I, Sechatiiiciedainechitinieteteits —13 

. —18 


St. Louis District 


--14 Kansas City ..... 
—18 St. Joseph .......... 
Oklahoma City 


—10 0 
*Data not available. 


— —13) Monsanto Names Campbell 


— —15 Monsanto Chemical Co., 

—1 -5) Louis, has named Walter L. Camp- 
= — bell assistant advertising manager 
—§ —7|0f the Merrimac division. He was 
—3  —5| with Pittsburgh Ordnance District, 


—6 -—12/ Gulf Oil Corp. and Westinghouse 
Electric Corp. prior to joining 


Monsanto. 


~ 410 N. MICHIGAN AVE. 


Photostats 


FOR ADVERTISING 


540 N. MICHIGAN AVE. 


111 E. DELAWARE ST. 


185 N. WABASH AVE. 


> WHI. 5355 


Gan Do 


Should Know What 
~~ PRINTING PRODUCTS CORPORATION 


i, 


This plant has special equipment and 
complete facilities for producing 


Catalogs, Publications 
and General Printing 


PRINTING PRODUCTS CORPORATION has system. No 


orders get lost or sidetracked. Each order is assigned to 


an experienced executive who watches and follows the 
order from the beginning to delivery. 


PRINTING PRODUCTS CORPORATION has been in the 


printing business for many years and is responsible finan- 


cially and otherwise. Dun & Bradstreet, Incorporated, 


rates PRINTING PRODUCTS CORPORATION 


and 


ASSOCIATES over One Million Dollars highest standing. 


PRINTING PRODUCTS CORPORATION always gives proper 
quality, quick delivery, and right prices. 


We Solicit Your Printing Orders and Will ‘Serve You Well 


Products Criprration 


LUTHER C. ROGERS , 
Board Chairman and 
Management Advisor 


L. C. HOPPE 
snd Managing Divctor Telephone WAbash 23380 — Local and Long Distance “Secretery 
president and Polk and La Salle Streets, Chicago 5, Illinois W. E. FREELAND 
’ Fiji Se 


(THE FORMER ROGERS AND HALL COMPANY) 


PRINTERS 


Artists «+ Engravers « Electrotypers 


A large, efficient ond completely 
equipped printing plant. 
(The former Rogers & Hall 
Company plant) 


Relieve yourself of all 
anxiety and worry. Place 
your printing orders with 
PRINTING PRODUCTS 
CORPORATION. 


Our plant and organiza- 
tion give special services 
and furnish advantages 
too varied to mention in 
this advertisement. 


H. J. WHITCOMB 
Vice President and 
Assistant Director of 

Sales 
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Hauser Succeeds | 


Capt As Census 
Bureau Director 


WASHINGTON—Philip M. Hauser, 
a career Census Bureau expert, 
was called back from the Uni- 
versity of Chicago last week to 
take over direction of the $70,- 
000,000 population and housing 
census. 

In announcing the appointment 
of Mr. Hauser as acting director of 
the bureau, Secretary of Com- 
merce Charles Sawyer explained 
that James C. Capt, director since 
March, 1941, was retiring because 
of prolonged illness. 

At 39, Mr. Hauser is recognized 
as one of the nation’s top sta- 
tisticians and an experienced ad- 
ministrator. He was recently con- 
firmed by the Senate for a second 


HEN we say “circus” we mean it. In 
the past two weeks, “Bozo’s Circus,” 
in addition to other Big Top acts, brought 
to the center ring a real live trained cow- 
pony and a shiny seal, bark and all. Need- 


ess to say, the over-100 kids on stage 
were bug-eyed, while hundreds in the au- 
ditorium were practically all standing up. 


Ask any youngster who Bozo is, and 
you'll find he's far and away the top kid- 
die’s recording star (Capitol Records). 
Besides being a natural for any product 
appealing to the younger set, “Bozo's Cir- 
cus” has loads of tailor-made merchan- 
dising features, ready for action today. 
Radio Sales boys have all the answers. 


E haven't been able to find any writ- 

ers working regularly in television 
anywhere who ase Hal Fimberg’s cred- 
its. Hal is such a modest guy, that it 
wasn't until yesterday we discovered he's 
the same fellow m gets four-figure 
weekly salaries in radio and movies. He 
gets four figures with us, only we move 
the decimal! Actually he rates all those 
clams, since he wrote three Abbott and 
Costello, one Marx Brothers, and three 
other screen plays, plus writing and di- 
recting “Meet Me At Parky's” on radio. 


He's writing for Hawthorne, our zany 
comedian. Hawthorne is a real bet for 
an advertiser who wants popularity proof 
. . . Hawthorne's fan club already has 
6500 bona fide members. And Fimberg's 
comedy writing will bring in many more, 


now the show has started over KTTV. 


OUTHERN California is noted for the 

extraordinary, but they're all shaking 
their heads at TV. On July 1, we jumped 
to 153,581 sets. 


ON'T worry about television in Los 

Angeles . . . just call us or your near- 

est Radio Sales Office for the top availa- 
bilities. 


term as United States representa- 
tive on the United Nations popu- 
‘lation commission. 

Over a ten-year period, begin- 
ning in 1938, Mr. Hauser was as- 
sistant chief statistician of the pop- 
ulation division, then assistant di- 
rector of the bureau, and finally 
deputy director. 


ws For the past year, he has been 
at the University of Chicago as 
professor of sociology and asso- 


ciate dean, division of social 
sciences. 

The appointment came as a sur- 
prise to Mr. Hauser, who was here 
on a four-week “tour of duty” as 
advisor on the 1950 population 
census. “I have just about a four- 
week clothes supply with me,” he 
commented immediately after the 
announcement was made. 

Mr. Capt joined the bureau as 
assistant to the director in 1939 to 
help supervise the 1940 census. He 


had been director throughout the 
wartime period when Census Bu- 
reau expanded its facilities to pro- 
vide a statistical background for 
war production planning and eco- 
nomic stabilization. 


s Through recruitment and pro- 
motions, Mr. Capt had assembled 
a staff of young statisticians who 
made Census Bureau an outstand- 
ing center in the development of 
sampling techniques useful for 
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monthly and quarterly reports on 
population and production trends. 

During the past two years, the 
bureau conducted the first postwar 
censuses of manufactures and 
business. Preparations for the 1950 
population census were well under 
way when Mr. Capt was stricken 
several months ago with a kidney 
ailment. 

He continued to direct the bu- 
reau from his home and hospital 
bed through conferences with the 


These 15 


farms. 


The Best States! 


Capper’s Farmer con- 
centrates 92% of its cir- 
culation in Mid-America. 
states alone 
account for almost 60% 
of the value of all U. S. 


The Best Counties! 


Of America’s 1410 high income coun- 
ties, more than 63% are in Mid-Amer- 
ica. Capper’s Farmer penetrates them 
more deeply than any other magazine. 


The Best Farm Families! 


Capper’s Farmer subscribers, on the average, are the 
wealthier farmers even in their own wealthy areas... 
first in capital, first in income, first in buying power. 


est Coverage Bu 
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staff, but decided to retire when 
nis recovery was delayed during 
he past three months by a series 
if operations for a sciatic nerve 
nvolvement. 


Xaiser-Frazer Uses TV 


Kaiser-Frazer Corp., Willow 
tun, is running a television spot 
ampaign for the Traveler and 
Vagabond on approximately 17 
stations. William H. Weintraub & 
‘o. is the agency. 


David's Names Lillian Stein 


Lillian Stein has been named ad- 
vertising manager of David’s Fifth 
Avenue, New York, chain of ac- 
cessory shops. Formerly advertis- 
ing manager of Gunther-Jaeckel, 
New York, she succeeds Jean Paas- 
well, who has retired. 


Simons Names Crellin 


Harold Crellin has been named 
art director of James F. Simons 
Co., Nashville agency. 


Hunter Spring Ups Meyers 


Orrin G. Meyers, chief engineer, 
has been appointed sales manager 
of Hunter Spring Co., Lansdale, 
Pa., succeeding William J. Trend- 
ler, who has resigned. 


Appoints McGregor 


David McGregor, formerly with 
Conde Nast Publications, has been 
named sales manager of ‘the travel 
department of American Express 
Co., New York. 


To Meldrum & Fewsmith 


Herndon Oliver Jr., formerly an 
account executive of Fuller & 
Smith & Ross, Cleveland, has 
joined Meldrum & Fewsmith, 
Cleveland, as account executive. 


Judd Appoints Shiels 


Charles Shiels III has been ap- 
pointed copy chief of Sam P. Judd 
Advertising Co., St. Louis. He suc- 
ceeds Marvin Holderness, who has 
resigned. 


How do you measure farm coverage? By 
area? By counties? By families? 


Take any yardstick you wish—you'll find 
that, dollar for dollar, Capper’s Farmer is 


your best coverage buy. 


Not only your best single buy, but your 
best buy in combination with any other na- 


tional farm magazines! 


This isn’t just a claim. It’s all down in 
black and white—in the new COUNTY 
COVERAGE STUDY of farm circulations. 
It shows how to combine farm magazines 
for most effective coverage in any U. S. 


farm area. Like to see it? 


Capper’s Farmer representative! 


only Cappers Karmer 


Just ask your 


3. 
4. 
5. 


7. 
8. 


CAPPER’S FARMER’S BIG TEN 


1. Largest rural publisher 


in America. 


Richest farm market in 


the world. 
Best coverage buy. 


Quality circulation. 


No mass small-town 
circulation. 


Farm-tested editorial 


material. 
Reader confidence. 


Merchandised editorial 


content. 


Market dominated 
by farmers. 


Most quoted farm magazine. 


Topeka, Kansas 


Your First Approach to the $18 Billio 


Here’s a ‘7 Billion 
Retail Market... 
and BSN’s 
Dealer Readers 


Sell 85% of It! 


Top “Main Street” Meccan 
(1948 sales of 30,000 lumber-building 
materiz! dealers estimated i 
at $7 billions) : 
+ 


They Sell the 100,006 
Contractor-Builder Market 4 
(Average total sales per BSN Dealer 
in 1948-— Tani ,000) 


They Sell sists of Consumers 
(Home owners, farmers, 
industrial, others) 
o 
They Sell Everything to Build, ; 
Remodel, Repair and Equip Homes,’ y 
Other Buildings fe, 
(From ‘nails, lumber and cement to ; 
major appliances) Bi 
. 


Light Construction Market 
(Because builders buy what these ~ 


dealers sell) 
& 
BSN RATES Ist AMONG THESE 


“BUILDING SUPERMARKETS” 


Because BUILDING SUPPLY 
NEWS shows lumber and building 
material dealers how to sell more— 
how to make more money—it builds 
eager readership for your selling mes- 
sage among the top merchants. These 
are the key dealers who sold over $150 
million of paint in 1948—who sell 65% 
of all builders’ hardware—and who, 
8,000 of them, are major home appli- 
ance merchandisers. Leading dealers 
readily testify: “BSN tells us where 
we are going; not where we have 
been.” Sell these dealers first—and 
keep ’em sold—in BUILDING SUP- 
PLY NEWS. 


FREE—Write for your 
copies of BSN editorial re- 
print, ‘You're in a $7 Bil- 
lion Retail Business Now," 
and new BSN 
Data Sheet show- 
ing 10-year sales 
record of lumber- 
moterial dealers 
vs. U.S. construc- 
tion and retail 
soles. 


BUILDING SUPPLY NEWS 


| S SOUTH WABASH AVE. + CHICAGO 3, ILL. © 


A HOME OF YOUR OWN: 


Write for details on your letterhead. 


Practical Builder + Building Supply News 
5 South Wabash Ave., Chicago 3, Ill. 
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An Up-to-Data 
Stockholder Is 
Conklin’s Aim 


New YorK—Led by American 
Telephone & Telegraph Co., with 
800,000, many thousands of Amer- 
ican companies are owned by a 
total of about 15,000,000 stock- 
holders. The New York Stock Ex- 
change alone lists nearly 1,300 of 
these publicly held companies. 

But Financial World recently 
estimated that only about 50 com- 
panies—among them American 
Telephone, General Electric, Gen- 
eral Mills, General Motors, Stand- 
ard Oil of New Jersey and Union 
Oil of California—do a thorough 
over-all “relations” job with their 
stockholders. 

DeWitt Conklin and Park Hay 
have built a thriving two-year-old 
business on their belief that the 
thousands of other companies treat 
the owners of American industry 
as if they were a lot of poor rela- 
tions. 

Conklin and Hay are partners in 
DeWitt Conklin Organization, 
stockholder relations, 55 Liberty 
St., New York. 


ws To supplement the usually brief, 
statistic-filled annual report, and 
the even briefer quarterly report, 
Conklin and Hay issue monthly 
bulletins to stockholders of such 
client companies as Allen B. Du- 
Mont Laboratories, Firth Carpet 
Co., Vacuum Foods Corp., Compo 
Shoe Machinery and Barium Steel. 

The bulletins, which deal not 
only with individual sales and 
profit trends but with industry 
and general.economic factors af- 
fecting them, also go to security 
dealers whose efforts can win new 
stockholders for client companies. 

Mr. Conklin is a former execu- 
tive of Moody’s investment serv- 
ices, and Mr. Hay, a former ad- 
vertising man, with Campbell- 
Ewald and Federal advertising 
agencies. 

Their objectives are “to help 
a company and its management to 
become better known in the eyes 
of the investing public.” To do 
this the company must be “willing 
to furnish voluntarily and at fre- 
quent intervals interesting factual 


information.” 

“Any thinking executive knows 
the folly of using one advertise- 
ment a year to sell his company’s 
merchandise,” they say. “Yet, 
there are corporations today— 
alert to the value of an attractive 
annual report—who depend on this 
once-a-year document to do the 
job of telling the story of business 
management and progress” to 
stockholders and security dealers. 


ws The annual report alone, they 
believe, is a one-time shot which 
usually is three months late in 
reaching stockholders, and thus 
“cannot possibly reveal to stock- 
holders, present or prospective, 
current information in telling the 
company’s story step-by-step 
throughout the year. Hence it falls 
completely short of doing a mer- 
chandising job for the company.” 

Mr. Conklin and Mr. Hay con- 
tact top management of clients 
monthly or oftener, obtaining latest 
figures and other data on the com- 
pany’s current position. To this 
is added “a management story,” 
and a report of new products, new 


fields of activity, new advertising| . 


programs, etc. This report becomes 
a “national release” to the finan- 
cial community and a separate ver- 
sion is mailed to the client’s stock- 
holders. 


a DuMont, for example, which is 
sold over the counter, now has 
18,000 stockholders. Firth Carpet, 
listed on the Big Board, has 2,500, 
and Vacuum Foods (Minute-Maid 
frozen orange juice), 500 stock- 
holders, including Bing Crosby. 

DuMont was Conklin’s first 
client. An announcement letter on 
Dec. 3, 1947, told security dealers 
and DuMont stockholders of the 
appointment, and enclosed the first 
of a series of bulletins on this 
company with a special file holder 
for them. Subsequent reports 
traced DuMont’s sales and profit 
progress (despite telecasting losses, 
the company made enough money 
on manufacturing operations to 
show a net profit in both 1947 and 
1948); told of backlog of orders; 
patent exchanges with other TV 
set makers; DuMont television net- 
work sponsors and programs, and 
technical developments. 


es Last June, the DeWitt Conklin 
Organization helped to spread the 
word that DuMont’s net income 
after taxes for the 16 weeks ended 


Do You 


your telephone! 


You can get your mats, plastic 
plates and proofs anytime—and on 
time—day or night, 24 hours a day! 


Progressive is only as far away as 


sey ewe 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, 


Know? 


WABASH 2-1204 


ILLINOIS 


April 24 was 156% higher than in 
the parallel period of 1948: 

Also in June, the organization 
issued a statement by John M. Fox, 
president of Vacuum Foods, esti- 
mating that the frozen concentrate 
industry, which sold 2,000,000 gal- 
lons in 1948, would sell 8,000,000 
to 9,000,000 gallons in 1949, and 
estimating that Vacuum would in- 
crease earnings before taxes to 
$1,000,000 for the fiscal year end- 
ing July 31, 1949. 


Canadian Breweries Names 2 


Charles O. Dalton, director of 
sales, has been named vice-presi- 
dent in charge of sales of Can- 
adian Breweries, Toronto. M. J. 
Kelly, vice-president in charge of 
administration, has been appointed 
vice-president and general mana- 
ger of the company’s subsidiary, 
Victory Mills, Toronto. 


Gerstel-Loeff Moves Office 


Gerstel-Loeff, Advertising, has 
moved its office to 161 E. Erie St., 
Chicago 11. 


Join Cockfield, Brown 


Alvin B. Sandeford, formerly 
with Bryant Press, has joined the 
production department of Cock- 
field, Brown & Co., Toronto. Eldon 
H. Stoltz, formerly with the On- 
tario Farmer, will join the agency’s 
farm department Sept. 1, at which 
time P. L. Milson, advertising man- 
ager of Lawrence Motors Ltd. and 
formerly with Cockfield, Brown’s 
creative department, will rejoin 
the agency. 


Adams Appoints Hudson 


Arthur H. Hudson, formerly di- 
rector of public relations of the 
Beloit Association of Commerce, 
has been appointed director of 
public relations of Adams Corp., 
Beloit, Wis., maker of Korn Kurls 
and Kurley Kues. He will be in 
charge of advertising, publicity, 
promotion and public relations. 


To International Surveys 


Roger F. Hill has been appointed 
manager of the Toronto sales of- 
fice of International Surveys Ltd., 
Montreal. 
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Starts New House Organ 


Weyerhaeuser Timber Co., Ta 
coma, Wash., has launched a bi 
monthly publication for employe ; 
and their families. Called “Weyer - 
haeuser Magazine,” the public: - 
tion replaces separate employe p: - 
pers previously put out by plan s 
in Everett, Longview, Wash., ar 4 
Klamath Falls, Ore. Conrad Speid.| 
is editor. 


Thayer Appoints Miller 


Carl A. F. Miller, formerly ac - 
vertising manager of Minshal - 
Estey Organ, Inc., Brattleboro, V°., 
has been appointed advertising 
manager of Thayer, Inc., Gardner, 
Mass., manufacturer of baby car- 
riages, strollers and related pro- 
ducts. 


Four Appoint Houck Agency 


Houck & Co. of Florida, Inc., 
Miami, has been retained to han- 
dle the advertising of American 
Airmotive, supplier of aircraft 
parts and maintenance, British 
Caribbean Airways, Aerovias Q., 
S. A., and Bahamas Airways Ltd. 


Selecting the advertising medium that will produce the greatest sales 
results for your clients’ products is particularly easy in New York’s 


Capital District. Of the two major media available, radio reaches four 
times the potential audience with six times the frequency for the 
same money. 


In order to reach newspaper readers in Schenectady and Albany and 
Troy you must buy three newspapers. In order to reach the same peo- 
ple plus 398,000 additional families whom you can’t reach with all three 
newspapers, you need buy only one radio station—WGY. 


WGY is typical of the nation’s major stations represented by NBC Spot 
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Along the Media Path 


e Western Michigan’s first tele- 
vision station, WLAV-TV, Grand 
Rapids, will send out its first 
‘commercial programs tonight 
(Aug. 15) from the stage of the 
Midtown theater, and with ap- 
yropriate inaugural ceremonies. 
Leonard A. Versluis, owner, be- 
ieves WLAV-TV will offer set 
ywners perfect reception within a 
)5-mile radius of the city, includ- 
ng viewers in such communities 
is Kalamazoo, Battle Creek, Lan- 
sing and Muskegon. The station 
constructed its own micro-relay 
‘tations to bring in network shows 
from Chicago, and ABC and Du- 
Mont programs will be on the 
first bill of fare. WLAV-TV op- 
erates on Channel 7, using power 
of 20,000 watts for video and 10,- 
000 watts for the accompanying 


audio signals. 
The Grand Rapids Press helped 
heighten interest in the new me- 
dium with a 16-page section July 
27, replete with illustrations and 
stories on all phases of video. Lead- 
ing set makers and local adver- 
tisers tied in with their own copy. 
e The New York Herald Tribune 
is preferred reading by decision- 
making agency people, it sets forth 
in. disclosing results of a new sur- 
vey of weekday newspaper read- 
ership among agency executives 
in the metropolitan area. It sent 
questionnaires to officials of agen- 
cies billing $1,000,000 and more 
a year, and won a 53.4% return. 
The Herald Trib, results showed, 
is read regularly on weekdays by 
54.8% of the executives. Its near- 


est competitor got a 51% rating 
(a lot of agency folks read two 
or more papers daily), the farthest 
only 7.4%. 


e “Building better boys for fu- 
ture America” headlined the win- 
ning store window display entered 
by Brandeis Sporting Goods Store, 
Omaha, in Field and Stream’s na- 
tionwide contest promoting Fa- 
ther’s Day last June 19. Ott’s 
Sports Shop, Santa Barbara, Cal., 
was the runner-up. Posters and 
other materials were provided by 
the publication, and competing 
stores sent in a stack of photo- 
graphs. This year’s contest judges 
included Hugh Grey, Field and 
Stream’s editor; Walter Dower, 
artist; Robert Uhl, Batten, Barton, 
Durstine & Osborn account execu- 
tive; Philip J. Kelly, advertising 
director, National Distillers Prod- 
ucts Co., and Sol Taylor, window 
display specialist. 


e The Des Moines Register and 


MBESRELLALANNNS 


Schenectady’s Largest Newspaper 


Albany’s Largest Newspaper 


Troy’s Largest Newspaper 


9 full pages 


35 quarter pages 
Total Circulation (ABC) 


131,768 


WGCY— Schenectady . Albany -Troy’s 


Leading Station 


JJ daytime hours 


138 daytime quarter hours 
Total BMB Daytime Audience Families 
530,653 


Sales. Most time buyers consult their NBC Spot Salesman first when 


planning campaigns in any of these major markets: 


ew. 6 6° eee. 
CE Pe se Se Se 
Cleveland . . 2. 0 6 0 « 
Washington . . ... . 
Sen Prencisco. . . . 2 
| Ra ae a * 
Schenectady-Albany-Troy. . 


WNBC 
WMAQ 
WTAM 


SPOT SALES 


New York - Chicago - Cleveland - Hollywood « San Francisco: W 9 


hi + 


* Denver 


Tribune climaxed observance of 
their centennial year with a 180- 
page special edition of the Sunday 
Register July 24. One of the high- 
lights was a 64-page historical 
section, which included 29 pages 
of tie-in advertising. 

The special edition, with a press 
run 30,000 above the previous Sun- 
day’s paper, was a quick sell-out. 
A three-week promotion of the 
centennial issue attracted about 
15,000 new subscribers on five- 
week orders, 4,000 of them on farm 
delivery routes. 


@ John Deme, president and gen- 
eral manager of Eastern Connecti- 
cut Broadcasting Co., owner of 
WICH, Norwich, recently sent 
copies of a Dollar Day promotional 
letter to all other Connecticut 
broadcasters with a note saying: 
“Perhaps it may help you! The 
more stations sell radio, the easier 
it will be to sell radio everywhere.” 
Noel C. Breault, WICH sales man- 
ager, put together the hard-selling 
promotional piece which reminded 
merchants that “your advertising 
budget of 1946 is antiquated.” 


e The 25th anniversary of the 
Prairie Farmer station, WLS, is all 
a part of the record now, the Con- 
gressional Record, that is. Serv- 
ices rendered by the station to the 
rural Midwest won the commenda- 
tion of an Illinois congressional 
member, Sidney R. Yates, whose 
tribute in the “Record” appends a 
lot of additional praise from 
newspapers, magazines and trade 
publications. 


e Better Homes & Gardens has 
just announced the winners in its 
$3,000 original recipe contest, de- 
signed to mark the sale of the 
3,000,000th copy of its famous 
“Cook Book” earlier this year. The 
book ranks fifth among all-time 
best sellers, both fiction and non- 
fiction. 
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11-15. Advertising Specialty Na- 
tional Association, 46th annual conven- 
tion and trade show, Palmer House, Chi- 
cago. 
Sept. 
Magazine Publishers, 30th annual meet- 


Sept. 


12-13. National Association of 


ing, Essex and Sussex, Spring Lake 
Beach, N. J. 
Sept. 17-18. Seventh district, Advertis- 


ing Federation of America, Baton Rouge, 
La 


Sept. 17-20. Mail Advertising Service 
Association International convention, Con- 
gress Hotel, Chicago. 

Sept. 18-20. Tenth district, «Advertising 
Federation of America, Biltmore Hotel, 
Oklahoma City, Okla. 

Sept. 18-20. New York State Publishers 
Association, annual meeting, White Face 
Inn, Lake Placid, N. Y. 

Sept. 21-23. Direct Mail Advertising 
Association, annual conference, Congress 
Hotel, Chicago. 

Sept. 29-30. Newspaper Advertising Man- 
agers’ Association of Eastern Canada, 
second annual convention, Mount Royal 
Hotel, Montreal. 

Sept. 30. Sixth district, Advertising 
Federation of America, Racine, Wis. 

Sept. 30-Oct. 2. Inter-City Conference 
of Women’s Advertising Clubs, Cleveland. 

Oct. 6. Export Advertising Association, 
first annual convention on international 
advertising, Hotel Biltmore, New York. 

Oct. 10-11. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 10-12. Association of National Ad- 
vertisers, annual meeting, Waldorf-As- 
toria, New York. 

Oct. 17-18. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, 
Chicago. 

Oct. 18-19. Agricultural Publishers As- 
sociation, annual meeting, Chicago Ath- 
letic Association, Chicago. 

Oct. 19-22. Financial Public Relations 
Association, 34th annual convention, Edge- 
water Beach Hotel, Chicago. 

Oct. 20-21. Audit Bureau of Circulations, 
annual meeting, Drake Hotel, Chicago. 


Oct. 31-Nov. 3. Southern Newspaper 
Publishers Association, Mineral Wells, 
Tex. 


Nov. 4. Fifth district, Advertising Fed- 
eration of America, Indianapolis. 


Nov. 11-13. Southwestern Association 
of Advertising Agencies, Tulsa Hotel, 
Tulsa, Okla. 


Nov. 13-17. Printing Industry of Amer- 
ica, 63rd annual convention, Biltmore 
Hotel, Los Angeles. 

Nov. 29-Dec. 2. Outdoor Advertising 
Association of America, 54th annual con- 
vention, Hotel Book-Cadillac, Detroit. 


AMONG ALL 


Bic 


ON THE 


The Oakland Tribune led all Pacific Coast news- 
papers in food and grocery advertising linage in 
1948*, and—what really counts—3 out of every 
4 Tribunes are delivered to the home, where major 
food purchases are planned. 


*1948 Media Records 


| Oakland! Tribune 


NEWSPAPERS 
DURING 1948 
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Two Join Campbell-Ewald 


Don Tomkins and John Coleman 
have joined Campbell-Ewald’s 
New York television staff. Mr. 
Tomkins, who has written, di- 
rected and produced shows for 
AM, TV and the stage, will be a 
production supervisor for the 
agency. Formerly a video producer 
in Detroit, Mr. Coleman will fill 
a similar post at Campbell-Ewald. 


Appoints Dick Russell 


Dick Russell, national advertis- 
ing manager of the Los Angeles 
Independent, which suspended 
publication recently (AA, Aug. 8), 
has been named general advertis- 
ing director of the Beverly Hills 
Citizen News. 


QUALITY...SPEED...ECONOMY 


FAAS WARES | 


Yc AMERICAN LABEL CO. 


22495 Worth She hicage 14. lilinois 


Whittaker's Pixie 


Camera Drive Set 


Los ANGELES—Wm. R. Whittaker 
Co. soon will begin a fall promo- 
tion featuring full and half-page 
co-op newspaper ads in five major 
cities, and small four-color space 
in general magazines, to promote 
its Pixie camera. 

The Pixie sells for $4.95 through 
drug, department, variety and 
jewelry stores. Display material 
will be made available to dealers. 

The camera was introduced last 
May in New York, Chicago, Phila- 
delphia, Los Angeles and San 
Francisco by co-op newspaper ad- 
vertising and radio spots. The 
newspaper campaign will again be 
limited to these cities, which, ac- 
cording to the company, represent 
better than 50% of the camera po- 
tential. 

One-half page, four-color ads 
will be run in the October, Novem- 
ber and December issues of Es- 
quire, Look and The Saturday Eve- 


ning Post. Ads will be slanted 
toward the holiday gift-buying 
market, and will also probably in- 
troduce a new deluxe “gold” model 
of the Pixie. 

The camera, one of the smallest 
on the market, was the first to use 
a magazine-load film which per- 
mits rapid loading. It is a fixed 
focus camera with an f.6.3 color- 
corrected lens. 

Film is processed by the Whit- 
taker company. Cost of the film 
is $1.29, which includes the pro- 
cessing of 14 2% x 3” prints. Color 
film sells for the same price but 
prints are three for $1. 

W. B. Geissinger & Co. is the 
agency. 


Albin Buys DyBasik 


DyBasik Laboratories, Beverly 
Hills, Cal., has been purchased by 
Albin Enterprises, Los Angeles. 
DyBasik was the first company li- 
censed by the University of Illi- 
nois in the ammoniated dentifrice 
field. Its distribution has been con- 
fined to the West Coast. 


Donahue Boosts Donahues 


Alphonsus J. Donahue Jr., ex- 
ecutive vice-president of Donahue 
Sales Corp., New York, distribu- 
tor of Talon slide fasteners, has 
been named president. He suc- 
ceeds his father, A. J. Donahue Sr. 
Frank M. Donahue, a_ brother, 
formerly vice-president, succeeds 
him as executive vice-president. 


Deks Picks Raven Agency _ 


Deks, Inc., New York, manu- 
facturer of wall interior decora- 
tions, has appointed Raven Ad- 
vertising, New York. Trade pub- 
lications and consumer magazines 
tentatively are scheduled along 
with direct mail. A cooperative 
newspaper campaign is planned 
for Deks’ later promotion. 


To National Export 

American Safety Razor Corp., 
Brooklyn, has appointed National 
Export Advertising Service, New 
York, to handle its advertising in 
export territories. Radio and news- 
papers will be used. Dorland, Inc., 
New York, formerly had the ac- 
count. 


Some examples of how 
Baltimore Markets used this 


Seal to sell 


Good Housekeeping 


Guaranteed food products. 
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‘Display of this seal on foods sold goods [” 


reports Baltimore Markets, Inc. of Philadelphia, Pa. 


|! a Markets, Ine. recently put on a 3- 
week promotion featuring grocery products guaran- 
teed by Good Housekeeping. Thirty of their stores 


in the Philadelphia area participated. 


They displayed the Good Housekeeping Seal in 


full-page newspaper ads. They used it in window 
£ pa} . 
posters. They put Seal “stickers” on the shelves be- 


side every Guaranteed product. 


Feesuls : “This promotion had the most bene- 


ficial sales effect... 


un O84 REFUND o> 


$"Guaranteed by > 
‘Good Housekeeping 


\y 
tor as ADVERTISED ers 


OOD HOUSEKEEPING sells 


We found tremendous acceptance 


amongst our customers for Good Housekeeping Guar- 


anteed products... 


We are making your Seal a basic 


part of our merchandising program,” writes Ted Zalles, 
Advertising Director for Baltimore Markets. 


This and many other promotions in all types of 
stores with all types of products prove that 


GOOD HOUSEKEEPING sells goods 


No other magazine offers its advertisers such a power- 
ful implement as the Seal—a proved means of making 


ads pay off at the point of sale. 


Women know we give this Seal to no one. 
The product that has it, earns it. 


goods 


The Homemakers’ Bureau of Standards, 959 8th Avenue, New York 19, N. Y: 
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“"Weeny Witch’ Will 
Ride Again; Visking 
Revives Promotion 


Cuicaco—A “Weeny Witch’ 
promotional plot—aimed at sellin; 
a lot more Skinless frankfurter: 
and wieners, and keeping mischief- 
minded kids off the streets o 
Hallowe’en—will be revived by) 
Visking Corp. this fall. 

The company, which makes th« 
sausage casings used by meat 
packers, launched the holiday proj- 
ect in October, 1940, when it used 
color ads in national magazine: 
and newspapers to introduce a 
“Weeny Witch” party idea. The 
successful promotion was droppec 
during the war years, when meat 
supplies were anything but plenti- 
ful, but is being reinstated this 
year with enthusiastic backing of 
the industry. 


a “Weeny Witch,” a typical Hal- 
ced character with a built-in 
broomstick (and made mostly of 
Skinless franks or wienies), will 
be featured in Visking’s color Sun- 
day comic strip, “The Tender Fam- 
ily,” in 84 newspapers throughout 
the country. 

Consumers will be invited to get 
a copy of the “Weeny Witch” 
party book at their favorite meat 
dealer’s. The books, supplied to 
meat packers by Visking, carry 
the imprint of the individual pack- 
er and the brand name it uses for 
its Skinless variety of the product. 
Visking also is supplying packers 
with counter cards, which the re- 
tailer can use as a dispenser for 
the party books, as well as window 
streamers and price cards. 

Visking distributed several mil- 
lion of the Hallowe’en party books, 
through packers and dealers, in 
1940. The promotion was credited 
with boosting sales more than 
100% in some cases. 

Weiss & Geller handles the Vis- 
king account. 


First National Stores, 
Storecast Launch Contest 


First National Stores of New 
England and Storecast Corp. of 
America are conducting a contest 
to find New England’s “Royal 
Family” as a part of the promo- 
tion marking the switchover of 
Storecast store music and an- 
nouncements in the National Stores 
from telephone lines to FM radio 
transmission. 

Full-page announcement ads 
broke last week in newspapers in 
18 cities. This copy, as well as 
teaser ads run earlier, was placed 
through John Dowd, Inc., Boston, 
for First National. Storecast an- 
nouncements, posters, bag stuffers 
and window displays also will 
publicize the contest. The New 
England housewife who writes the 
best composition on why she be- 
lieves her family is a “Royal Fam- 
ily” (in 50 words or less) will re- 
ceive a week’s vacation in Florida, 
a Bulova watch and Zenith FM 
radio, among other things. 


Eversharp Appoints Three 


Edward Dowling, with the com- 
pany since 1946, has been name! 
regional manager in both the writ- 
ing instrument and shaving instru- 
ment divisions of Eversharp, Inc, 
for the area covering Illinois, Wis- 
consin, Minnesota, Nebraska, Iow 1 
and North and South Dakota. I 
Parker Stewart, formerly in the 
Chicago office, has been appointe 
in charge of exports of the two di- 
visions with headquarters in New 
York. Lanny Smith has been 
named regional manager of th: 
East-Central area with headquar- 
ters in Cleveland. 


Issues Product Directory 


Chain Store Age will list mor 
than 50,000 products of 8,000 man- 
ufacturers in its 18th “Director) 
of Manufacturers and Buyers 
Listing Guide.” A brand names ir - 
dex will list more than 12,000 prc- 
ducts. The directory will be sol 
as the Aug. 15 issue of Variet 
> *~omataeeal edition of Chain Stor 

ge. 
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PEPPEREIL — $ 
La = 1QO» Se 
TRADEMARK STORY—Pepperell Mfg. Co., Boston, will launch a new series of color e- RCA |icTor = Ss 
pages in Life with this combined quality-value appeal in the Sept. 12 issue. Succeeding = ~~ a 
pages will feature a leading item in the company’s wide range of consumer fabrics, . 
but will devote some space to all products bearing the Pepperell label. STARTS DRIVE—RCA Victor's Anniversary 


SHOWS COMPLETE LINE—This turntable display with two identical stage openings, 
front and back, is reproduced in four-color offset lithography to show the complete 
1949 line of Chevrolets. It was designed and made by Colorgraphic, Inc., for Na- 
tional Products, division of Banthrico Industries, which manufactures » Chevrolet a ser ce te ms) 


miniatures. 


OUNDUP—Final details of the Food Editors’ Conference, set for 
he Drake Hotel, Chicago, Sept. 26-30, get the okay of the 
2lanning committee of the American Association of Newspaper 
Representatives, sponsor of the event. Left to right are: Arba 


Model, the company’s first to sell at 
under $200, will be promoted in color 
magazine pages starting with the Aug. 
27 issue of Collier's. The ad will ap- 
pear in Life Aug. 29 and The Saturday 
Evening Post Sept. 3. J. Walter Thompson 
Co., New York, is the agency. 


take it easy» 


COMMENT-PROVOKING—This poster, now being shown on the garnered more than its share of editorial space among news- 
Pacific coast by Regal Amber Brewing Co., San Francisco, has paper columnists. Abbott Kimball Co. is the agency. 


a © boa Ars. 


Irwin, Cresmer & Woodward; Ernie Roscher, St. Louis Post- 
Dispatch; Ken Dennett, O’Mara & Ormsbee; J. H. Sawyer Jr., 
Sawyer-Ferguson-Walker Co.; Charles Buddle, J. P. McKinney 
& Son; and W. A. Daniels, Scripps-Howard Newspapers. 


NO!—Gayle Mae Spires, two-year-old winner of Modern Romances’ beautiful baby 
contest, was most emphatic about not sharing her prizes with Ken Wiggins, eastern 
ad manager of Dell Modern Group. Nosing out 16 finalists, she won a $500 savings 
bond, an all-expenses-paid trip to New York for her family, and other lesser prizes. 


REWED MELLOW-ORY 


TIMELY—A prize catch features this current poster, painted by Howard Scott, for 
Jacob Schmidt Brewing Co., St. Paul. Olmsted & Foley, Minneapolis, handles the | 
City Club beer account. 


take it light 2 


EG 


J 
ad JA in 


VIDEO PACT—Ralph H. Tapscott (seated, left), chairman of the board of Con- 
solidated Edison Co. of New York, and Robert L. Coe, station manager, WPIX, sign 
the contract for the utility company’s sponsorship of the “Telepix Newsreel’’ be- 
ginning Sept. 11 on the New York station. Standing (left to right) are Scott Dona- 
hue, assistant sales manager, WPIX; Charles B. Delafield, assistant to Mr. Tapscott; 
F. M. Flynn, president and general manager, New York News; Hudson R. Searing, 
president of Consolidated; and Len Carey, Batten, Barton, Durstine & Osborn, ac- 

count executive. 
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E&D Adds Two Presses 


Edwards & Deutsch Lithograph- 
ing Co., Chicago, installed a new 
42 x 58” two-color high speed Har- 
ris offset press in March, which it 
has now put into operation, and 
will install another such press in 
November. The lithographer has 
also added a new Monotype- 
Huebner large vertical photo-com- 
posing machine and other equip- 
ment. 


Rejoins Campbell-Mithun 


Bernard E. Howard has re- 
joined Campbell-Mithun, Chicago, 
as creative chief. During the past 
five years he has been copy chief 
of Batten, Barton, Durstine & Os- 
born, Los Angeles, and Elwood J. 
Robinson, Los Angeles. 


SIGHS OF LONG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkroft® 
900 Kibby St. Lima, U.S.A. 
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James D. Woolf Talks... 


Salesense in Advertising 


Registered 


Thompson 


successes. 


Fortunate indeed is the adver- 
tiser who enjoys in his commun- 
ity a spotless reputation for truth- 
telling. And, plus that, for wisdom, 
dignity, taste. 

A man’s advertising is not a 
thing to be toyed with lightly. It 
is a vehicle of expression for the 
merchant who signs it—and the 
quality of the ideas he expresses 
helps determine the quality of 


James D. Woolf, famed copywriter and 
former vice-president of J. Walter 


Company, is writing this 


monthly series of discussions on tested 
ideas and basic advertising principles. 
While the series is aimed primarily at 
the small business man who may be a 
neophyte at advertising, AA readers will 
find instruction and entertainment in the 
discussions and sidelights on advertising 


public confidence in him as a man 
of good will and good sense and 
good character. 

Here are nine considerations I 
believe to be of first-rate impor- 
tance: 


1. IS YOUR ADVERTISING 
DIGNIFIED? 

The other day in a sporting 
goods store I saw, hanging on a 


wall behind the cash register, this 
offensive sign, evidently hand-let- 
tered by the proprietor: “Keep 
your shirt on, brother. This isn’t 
a laundry.” Such impudent, smart- 
alecky signs—of which the most 
common is, “In God We Trust, All 
Others Pay Cash”—are to be seen 
by the thousands in local business 
houses all over America. How any 
business man can expect to be re- 
spected for his dignity and good 
manners when he befouls his ad- 
vertising with such boorishness is 
hard to understand. 


2. ARE YOUR CLAIMS EASY 
TO ACCEPT? 


Much advertising continues, de- 
spite censorship, to smell to high 
heaven with gross exaggerations 
and extravagant language. No- 
body but gullible ignoramuses will 
believe that your product is “amaz- 
ing,” a “miracle,” “creating a sen- 
sation,” “astounding,” ‘“stupen- 
dous,” or “marvelous.” There is 
power in understatement. Not one 
of the 800 words in the first chap- 


In both PERCENTAGE ’ 


and NUMBER OF COPIES 


PUBLICATION | % GAIN NUMBER OF COPIES GAINED 
coon | 574, rm 6.0: 
ov | 329 mmm 5: 7 
BETTER HOMES 
Coons | 32-4 I 200,733 
ox | 37.95 NE 59.29 
sero | 19.2, I 625,419 
WOMAN'S DAY 15.1 hc 418,124 
GooD 
hourternnc| 12-0% NI 293.676 
AMERICAN 
Nome’ | 14.1% MD 222,207 
COLLIER’S 8.1% Ce 222,434 
WOMAN'S HOME 
oa i 201,270 
McCALL'S 5.3% tabi 187,368 
. Source: Based on six-month circulation average for periods 
ayo 3 . 2 % a 136,830 ending December 31, 1942, and a — 


Since 1942, among 


the top 12 magazines 


GREATEST CIRCULATION GROWTH 


For seven years, the circulation of CORONET has 


been steadily growing —and it’s still going UP! 


That is why—effective with the January 1950 issue 
—CORONET will raise its circulation guarantee by 


300,000. 


Confident of sustained, healthy circulation growth, 
CORONET will continue to give advertisers a bonus 
of at least a quarter of a million over guarantee, 


Now, more than ever before... 


YOUR BEST \ BET IS... 


* Based on publisher's estimates for the first six months of 1949. 


as indicated by the current delivered circulation 


of 2,637,000 copies per month.* 


And, keeping pace with the circulation growth 
of CORONET, is a consistent advertising gain. 


CORONET first began accepting advertising with 


the March, 1948 issue. Over last year’s total, 
CORONET to date has already had an advertising 
linage gain of 48.4% for the year 1949. 
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ter of the Book of Genesis is a 
superlative, yet here is a stor 
that has inspired and convince: 
millions. And not a single super 
lative did Lincoln use in his im 
mortal Gettysburg Address! 


3. ARE YOU A GOOD SPORT 

Notable for fair play is the ad 
vertising of the successful Farm 
er’s Public Market in Los Angeles 
“Lay off peas,” one ad says, fo 
example. “The only good peas a 
this season come from Pism 
Beach, and the pea fields up ther. 
have been rained out. Peas will b. 
good in a few days, and price 
should drop to normal. We wil 
advise you when they are righ: 
again.” 

Copy like that is more than just 
honesty. It is good sportsmanship. 


4. DO YOU SUPPORT YOUR 
CLAIMS WITH FACTS? 

If it is your claim that your 
product will wear twice as long, 
or is more digestible, or is 100% 
trouble-free, or costs half as much 
to operate, or won’t tarnish, or is 
matchless in one way or another, 
tell why and more people will 
believe you. Do you know, for in- 
stance, why certain brands of 
cigarets are as mild as the ads 
say they are? Is the reason a spec- 
ial kind of tobacco leaf, a grow- 
er’s secret? Or are the leaves 
chemically treated? Or _ what? 
There must be a reason for the 
greater mildness of certain brands, 
but what is it? I don’t know. Do 
you? 


5. DO YOU WRITE IN SPECIFIC 
TERMS? 

Be explicit. Vague general words 
have little meaning. Words that 
are concrete, definite, and pre- 
cise appeal to the reader as the 
essence of frankness. Compare 
“Wood” with “Kiln-dried Ponder- 
osa Pine.” Compare “Metal” with 
“Rust-Resistant Galvanized Steel.” 
Compare “Cloth” with “100% Vir- 
gin Wool Suede.” 

There is no doubt of it: Specific 
words are more persuasive and 
believable than generic ones. They 
leave no room for later misunder- 
standing and disappvintment. 


6. DO YOU GUARANTEE THE 
TRUTH OF YOUR CLAIMS? 

Here is a suggestion: For one 
year, as a test, give Guaranteed 
Customer Satisfaction prominent 
emphasis in your copy. In every 
newspaper ad, every radio com- 
mercial, every mailing piece, every 
over-the-counter sales talk, assure 
the buyer that her money will 
be refunded if she is not happy 
over her purchase. One merchant 
has his guarantee printed, like an 
all-over wallpaper design, on his 
wrapping paper. Thus every pack- 
age that leaves his store carries 
on it a printed promise of cus- 
tomer satisfaction. 


7. DO YOU BACK UP YOU”: 
CLAIMS WITH TESTIMONY? 

Many successful national adver- 
tisers play up the testimony co! 
satisfied users in support of thei: 
statements. Why testimonials aren ° 
more widely used by local adver- 
tisers is a mystery to me. In you° 
community there are alert an! 
thinking people whose opinion; 
are respected, and no doubt man 
of them are your customers. I} 
each of your ads why not includ? 
a little panel or box featuring tes - 
timonials by these looked-up-t>) 
pacesetters? “Dear Mr. Whitesid« 
We are delighted with the radi? 
you installed in our car. Its pe7- 
formance exceeds the promises yo |! 
made for it.” You'll find such tes - 
timonials easy to get from reall ’ 
satisfied customers. 


8. DOES YOUR COPY RESPEC ° 
YOUR READER’S GOOD SENSE’ 
Before me is a half-page furni- 
ture ad that certainly does nc' 
flatter the intelligence of the read 


er. What is offensive, at least t 
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ne, is its way of quoting prices. 
-piece Living Room Set, $199.99. 
-piece Dinette Set, $39.99. Wal- 
ut Coffee Table, $19.99. Whom 
oes this advertiser think he is 
ooling with this artful dodge? I 
annot believe that such “subtle” 
raftiness is a builder of public 
onfidence. $190 or $200 smacks of 
honesty and credibility. But those 
¢ cuts look phony to me. 


9. DO YOU MISTAKENLY 
WITHHOLD PRICE INFORMA- 
TION? 

In my local paper today I find 
ads featuring the following prod- 
ucts: An automobile heater, a tele- 
vision set, a new-fangled fishing 
reel, a kitchen range, a power 
lawn mower, an improved roof- 
ing material, an incubator and an 
outboard motor. In not one of these 
ads is the price of the product 
quoted. FAILURE TO QUOTE 
PRICES IS AN INEXCUSABLE 
DISSERVICE TO THE CONSUM- 
ER. Such advertisers are guilty 
of deliberately withholding es- 
sential information, facts the con- 
sumer is entitled to. Your com- 
munity will respect you for your 
fairness and courage in this im- 
portant matter. 


Wire Winder Names Butler 


Kenneth B. Butler & Associates, 
Mendota, IIll., has been named by 
Wire Winder Mfg. Co. and its af- 
filiate, Wire Winder Sales Di- 
vision, both in Mendota, as sales 
and advertising counsel for Trac- 
tor EasyRoll and Sting-King, new 
products in the farm implement 
and florist fields. Trade publica- 
tions, magazines and direct mail 
will be used starting Sept. 1. 


Media Research Offered 


Russel M. Seeds Co., Chicago, 
has created a separate media re- 
search department as part of a 
general reorganization of its media 
department. Under Katherine Mes- 
sick, the new department will col- 
lect and interpret data and make 
recommendations on printed me- 
dia. 


Jam Handy Names Keoleian 


Elise Keoleian, formerly copy 
director of Hershey-Paxton Ad- 
vertising Agency, Detroit, has 
joined the television editorial staff 
of Jan Handy Organization, De- 
roit. 


Fork Joins Orange-Crush 


Alden E. Fork has been ap- 
pointed advertising manager of the 
Orange-Crush Co., Chicago. 


THERE'S CONCENTRATED 
BUYING POWER IN 


WINSTON-SALEM 
LOOK AT THE EVIDENCE 


1949 
POPULATION 


102,000° 
SINCE 1940 AN INCREASE 
OF 


28% 
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TWIN CITY 


ZOURNAL and SENTINEL 


MORNING SUNDAY EVENING 
tional Representative: KELLY-SMITH COMPANY 


Westinghouse Names Doyle 
John J. Doyle, manager of elec- 


TEST BEFORE YOU JUMP! 


tronic tube sales to distributors, 
has been named manager of the 
electronic tube sales of the lamp 
division of Westinghouse Electric 
Corp., Bloomfield, N. J. He suc- 
ceeds Adolph Frankel, who was 
recently named manager of the 
northwestern district of the lamp 


Before you launch a new product—or a new sales appeal — 
it’s best to test it first. The South Bend market is nationally 
known ag “Test Town, U.S.A.” It gives you a perfect cross- 
section of America’s industrial-agricultural structure, con- 


division. Mr. Doyle joined the com- 
pany in 1926. 


Three Appoint Hall 


trolled distribution, and freedom from competing newspaper 
circulation. One newspaper — and only one — covers this 
great test market to saturation. Write for free market data 


book entitled “Test Town, U.S. A.” 


George S. Hall & Co., Toronto, 
has been named sales agency for 
George B. Henne & Co., Philadel- 
phia, manufacturer of railroad 
hardware, Splendor Brass Import- 
ers, Toronto, and Apex Products 
Corp., New York, miscellaneous 
hardware. 


Atlas to Moss Associates 

Atlas Time Corp., New York, 
manufacturer of timers for sports 
and industrial uses, has appointed 
Moss Associates, New York, as its 


C= 


agency. Sports, athletic and in- 
dustrial publications will be used. 


STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


It was our first call on Mr. Binsst, the new 
adv. mgr. of the Corkkup Corp. Mr. Binsst is a 
brass tacks, black book operator, interested only 
in facts which he can keep in his black book. 

“You’re from Nation’s Business,” he said 
cheerily. “Lemme see, now,” looking in the 
black book. Whatever he saw wasn’t good. 

“You have the nerve to come in here— 
when Nation’s Business didn’t bring in single 
inquiry all last year?” Mr. Binsst growled at us, 
and glared at his book. 

“Well, you know Mr. Binsst—” we said. 

“Outrageous! Hmmm hmnn .. . 636,736 
circulation—they claim! Nope—ABC 12/31/48 
..»Hmmn hmnn! Probably club stuff... Holy 
sailor—three-year subs at fifteen bucks, paid 
in advance! .. $4.68 per page per thousand 

.- Something smells somewhere!” 

“But Mr. Binsst—” we said. 

“When Tycoon brought in 411 inquiries at 
a cost of $22.62 apiece, Finance Fortnight 318 
at $18.97 each, and Factory Hand got 297 at 
$17.43, how can you justify spending money 
in your book?” 

“Mr. Binsst—” we said. 

“Don’t you know leads are the lifeblood of 
this business? I buy inquiries—not space!” 

“Dry up, data hound!” we said, very sudden 
and loud. “You didn’t advertise in Nation’s 


Business last year!” 


NATIONS BUSINESS 


WASHINGTON, NEW YORK, CHICAGO, DETROIT, 
CLEVELAND, SAN FRANCISCO AND LOS ANGELES 


422 


Not a nice way to talk to a prospect, but after 
five years in the Navy, we sometimes just bust 
out. Didn’t bother Mr. Binsst, though. Looked 
at another place in his black book, then hustled 
around the desk and shook hands. 

“Say — you had me worried for a second. 
Thought my records were incomplete! . .. How 
you doin’ on inquiries these days?” 


Somznow Nation’s Business, we told him, 
will just not bring inquiries for non-advertisers 
..» When they advertise, though, the story is 
different. Currently, Nation’s Business is doing 
a nice inquiry business in office safes, dictating 
machines, business courses, air conditioning, 
insurance, credit financing, billing machines, 
communication systems, and Hawaiian orchids 
... And we can prove it! 

Well, Mr. Binsst was in the bag! . . . Been 
there ever since, says NB’s his baby! Just so he 
lays off that black book! 

If you are after inquiries, or just want to sell 
something to business men... there isn’t any 
medium better than Nation’s Business. It has 
more business men, of all kinds, all over the 
country, than any other business publication. 
They pay more to read it... but you pay less 
to reach them! The situation seems to be 
mutually satisfactory, as any Nation’s Business 
man will be glad to show you. 
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DuMont Sales and Net 
Show Sharp Increase 


Allen B. DuMont Laboratories, 
New York, has reported a net in- 
come of $1,779,587 for the 24- 
week period ending June 19. This 
is a gain of 120% over the same 
period in 1948, when the company 
netted $807,246. 

Sales this year through June 19 
totaled $18,486,856—an increase of 
87% over last year’s $9,827,192. 


Perma-Fit Plans Drive 


Perma-Fit Co., Chicago, is in- 
troducing Perma-Fit, a new plastic 
strip for permanent denture fit, 
through point-of-sale, newspaper 
and radio advertising. Newby & 
Peron, Chicago, is the agency. 

Amazing 


‘SNOW “""* PROFITS 
FOR ADVERTISING MEN 


Brings extra $ $ $ to your pocket 
LOWEST PRICED Snow display 


rr) material on the market because it's 
4 shipped untrimmed, Cut it Your 
= ‘ oot Make it as thin or thick ar 
2 \ desired, into any shape or form 
8~ Makes displays stand out like Stat- 
seat ue of Liberty. Sturdy as tne Rock 
Ha 4 of Gibraitar. At a price that can’t 
. be beat! Also, standard sized 
; sheets, tubes, letters, wreaths, 
ready to make 81G@ MONEY for you. Send NOW for 
FREE sample et "A". ©. E. Linck Co., Dep't 
D-7, Clifton, 


More Magazines Put 
on Mojud Fall List 


New YorkK—Women’s service 
magazines and weeklies will carry 
a fall advertising campaign for 
Mojud hosiery and lingerie, be- 
ginning in September. 

Coronet and Look are new- 
comers to the Mojud print sched- 
ule. 

Forty insertions will be placed 
from September through Dec. 20. 
Quarter-pages in black and white 
will be placed with most publica- 
ticns for Mojud’s campaign, while 
a few will have one-column black- 
and-white ads. Coronet will carry 
four-color full-page ads in the 
September, October, November 
and December issues. 

Mojud is supplementing national 


tional themes. 

Four quarter-page ads will be 
in the following from September 
through December: Good House- 
keeping, Ladies’ Home Journal, 
Life, Look, and The Saturday 
Evening Post. Four one-column, 
black-and-white ads will run in 
The American Weekly and This 
Week Magazine. Eight insertions 
will be placed in the New York 
Times Magazine during the fall. 

Grey Advertising Agency is 
handling the account. 


Wheeler to Alco-Gravure 


Alco-Gravure division of Pub- 
lication Corp., New York, has ap- 
pointed John A. Wheeler special 
sales representative for western 
New York State. He was form- 
erly advertising production man- 
ager of Firestone Tire & Rubber 
Co. 


advertising with advertising mats, 
window and interior displays, and 
direct mail for dealers. A bulletin 
of ideas based on the power of 
fashion to sell hosiery, the “Mojud 
Fashion Cast,” will be offered deal- 
ers for ideas on store-wide promo- 


Steel Co. Names Burrow 


G. A. Burrow has been named 
sales manager of the Montreal dis- 
trict of the Steel Co. of Canada 
Ltd., Hamilton, Ont. He has been 
with the company since 1940. 
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... And You've gof To Touch All The 
Bases To Score In fhis Game!... 


Just read that letter up there from the Memorial Hospital 
in Houston, Texas, and give a moment’s thought to what 
it means to you: Here is a book— HOSPITAL MAN- 
AGEMENT —that gets down to the department heads, 
and has enough influence to send them back up to the 
It means that your advertisement in 
HOSPITAL MANAGEMENT is touching all the 
bases . . . reaching all the buying influences. And in this 
highly specialized field, where departments are headed 


administrator. 


Largest net paid ABC hos- 
pital coverage in the United 
States 


100 E. OHIO ST. 


Viana ennemt 


up by experts, while orders are signed by busy adminis- 
trators, you’ve got to touch all the bases in order to 
come home with the business. This departmental read- 
ership of HOSPITAL MANAGEMENT is the result 
of a deliberate editorial policy. . . . There’s something 
in the magazine for each executive — and there’s some- 
thing in it for you, too. . . . Send today for a copy of 
our newest reader penetration study and you'll see what 
we mean! 


* 


Send for your copy of our 
new reader penetration study; 
it is interesting and valuable 


* 


Htaspite 


CHICAGO 11 


PREFERRED READING AMONG HOSPITAL EXECUTIVES 
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THE First EW ~ 
IMPROVEMENT SINCE THE 
COMB WAS INVENTED! 


WOT HST A COME... 


BUT AN APPLICATOR, TOO! 


W's new . . . it's unique! The first 
comb with the magic wick thot 
feeds your favorite solution in- 
to your hair smoothly, evenly 
and without soiling your hands 
while you comb! Laboratory 
tests prove MAGIComb is ac- 
tually up to seven times foster. 


Designed to be one of the 


Package of 6 ipecially prepored refills 15¢ 


ABSORSS ANT SOLU 
THOM OR MANE ON 
AMD APPLIES INTO 
Tet nae 


UMIQUELT DESIOMED 
TO 1mCetase THE 
CAPULARY ACTION 


INTRODUCTION—Magicomb Corp., Los Angeles, is running an introductory cam- 

paign in several markets of the Midwest and Northwest with co-op department store 

newspaper ads and radio spots. National distribution is planned for fall, when 

Sears, Roebuck & Co. stores also will handle the product. W. B. Geissinger & Co., 
Los Angeles, is the newly appointed agency. 


Ewald Heads Judges 
of AFA Contest 


New YorkK—Henry T. Ewald, 
president of Campbell-Ewald Co., 
Detroit, has been named chair- 
man of the committee of judges of 
the fourth annual national high 
school essay contest on advertising 
sponsored by the Advertising Fed- 
eration of America. 

This year’s essay subject will 
be “A World Without Advertis- 
ing.” The winner will receive a 
check for $500 and an all-expense 
trip to the federation’s annual con- 
vention to be held May 31-June 3, 
1950, at Detroit. Second and third 
awards of $200 and $100, respec- 
tively, will be made. 

Among the other judges are: 
Robert U. Brown, editor, Editor & 
Publisher; Ellen Hess Duke, man- 
aging editor, McCall’s; Don Fran- 
cisco, vice-president, J. Walter 


Thompson Co., and Dr. John W. 
Studebaker, vice-president and ed- 
itorial director, Scholastic Maga- 
zines. 


Appoints Graham Agency 

Wallingford Steel Co., Walling- 
ford, Conn., subsidiary of Alle- 
ghany Ludlum Steel Corp., Pitts- 
burgh, has retained Hugh H 
Graham & Associates, New Brit- 
ain, Conn., to place advertising in 
business papers this fall for a new 
steel product, 18-8 bright annealed 
strip steel. 


Armer Joins Segall 

Harry T. Armer has _ joined 
Theodore H. Segall Advertising 
Agency, San Francisco, in a cre- 
ative executive capacity. 


Newagen Inn Names Dowd 
John C. Dowd, Inc., Boston, has 
been named to handle the adver- 
tising and sales promotion of 
Newagen Inn, Newagen, Me. 


OWNS, Wer 


AMERICA’S FINEST 


207 NORTH MICHIGAN AVENUE + CHICAGO 1, 


© Hutchings 


INCORPORATED 


PHOTO-ENGRAVING PLANT 


ILLINOIS 
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Golden State Offers 
Fiesta ‘Package’ to 
Ice Cream Producers 


San FRANciIsco—Fiesta ice 
cream, originated in California, 
will become a lot better known to 
consumers of a dozen other states 
—and more—if Golden State Sales 
Corp. has its way. 

The company, sales organiza- 
tion for Golden State Co. Ltd., 
dairy products manufacturer with 
headquarters here, is offering 
smaller ice cream makers a com- 
plete merchandising program built 
around its Fiesta trademark. Users 
of Nutrimix, another Golden State 
product, can arrange a territorial 
exclusive on Fiesta, on a non-prof- 
it basis. Nutrimix is a form of 
non-fat dry milk solids used in ice 
cream manufacture. 

Paul Young, Golden State’s pres- 
ident, believes this is the first time 
a major dairy products company 
has made it possible for smaller 
ice cream manufacturers to com- 
pete with national operators in 
packaging, merchandising and ad- 
vertising. Collectively, he said, they 
can take advantage of large quan- 
tity purchasing to get better qual- 
ity cartons, artwork, merchandising 
materials and advertising “in 
greater variety and for the same 
money they spend for these items 
as individual operators.” 


s Fiesta, he said, is being launched 
in Ohio, Colorado, Pennsylvania, 
the Carolinas, Alabama, Oregon, 
Illinois, New Mexico, New York, 
Texas and Arkansas. A merchan- 
dising package, readied by Bat- 
ten, Barton, Durstine & Osborn, 
includes musical radio transcrip- 
tions, newspaper copy and such 
point-of-sale and outdoor advertis- 
ing material as flavor strips, back- 
bar strips, decals, metal signs and 
truck paintings. A special promo- 
tional kit offers material for a 
“Fiesta Week,” including banners, 
window cards, special carnival 
sheets for stores, balloons for the 
youngsters, etc. 

A harlequin figure provides the 
central theme for the Fiesta pack- 
ages, merchandising program and 
the slogan, “Fiesta means a flavor 
feast.” The Fiesta designs can be 
adapted to fit any special contain- 
ers. 

Golden State not only promises 
to lend its staff for implementa- 
tion of the merchandising pro- 
gram, but has prepared a sales 
meeting presentation for use by 
manufacturers in introducing Fies- 
ta to their sales forces. 


Avoset Designs New Bottle 


Avoset Co., San Francisco, has 
redesigned the bottle and label 
of Avoset sterilized cream. The 
new bottle has a wider neck and 
a broader base for stacking in 
dairy refrigerators. Introduction of 
the new package will be backed 
1y a six-week newspaper cam- 
saign, plus point-of-sale promo- 
ion. Harrington, Whitney & Hurst, 
san Francisco, is the agency. 


WHY OVERLOOK 
10 BILLION $$$ 
VORTH « SALES! 


’ake up! 15 million American Negroes 
uy food, drinks, drugs, cosmetics, 
ther products. They have 10 billion 
ollars to spend! Tell them what you 
ave to sell. The best way is through 
ace publications, the Negroes’ own 
ewspapers and magazines. Through 
hem you make friends with the most 
oyal customers in the world. Tremen- 
ous profits are made through adver- 
ising to this great and growing mar- 
cet. For full details write Interstate 
Jnited Newspapers, Inc., 545 Fifth 
Ave., N. Y., serving America’s leading 
idvertisers for over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
references of Negroes from coast to coast, 
he only study of its kind ever made. Write now 
tor this free leleomnefien. 


Pillsbury Reports Sales, 
Profit Down for the Year 


Reflecting lower wheat prices 
and reduced grocery and bakery 
inventories, Pillsbury Mills, Min- 
neapolis, reports that its sales for 
the fiscal year ended May. 31 
dropped to $200,438,933, from 
$226,944,725 the year before. Net 
earnings meanwhile declined from 
$3,736,522 to $2,274,155. 

Philip W. Pillsbury, president, 
said, however, that “for the first 
time in many years, Pillsbury is 
in a position of leadership with 
some of its products.” He men- 
tioned a sales increase of Pills- 
bury’s Best flour, expanded dis- 
tribution of Pillsbury white cake 
mix and chocolate fudge cake 
mix, and expanding export busi- 
ness. 


Appoints Gotham Agency 


The lawn mower division of 
Savage Arms Corp., Chicopee Falls, 
Mass., has named Gotham Adver- 
tising Co., New York, to direct the 
advertising of Savage and Worces- 
ter lawn mowers. Trade publica- 
tions and magazines will be used. 
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IALTY SALESMAN MAGAZIN 


307 N. Michigan Ave nye 1 
420 Lexington Ave., New York 17 


Meet the People Behind 
SENIOR PROM: 


GEORGE J. HECHT, 
President and Publisher 


ALLISON R. LEININGER, 
Vice President in 
Charge of Advertising 


Now, we're stepping out with older girls, too! 
Beginning with the October issue, SENIOR PROM becomes the 
smart new name for CALLING ALL GIRLS. 


CLIFFORD 8S. ENSINGER, 
Advertising Manager, 
formerly of 
CHARM MAGAZINE 


SENIOR PROM will bring to the multi-million teen audience a 
service magazine fully aware of the many interests of the older 
teen-age girl. Smart fashions she can afford! Quality fiction she 
adores! Articles to feed her hungry curiosity! Answers 

to her special problems! SENIOR PROM will be a well-rounded 
service magazine. . .beautifully illustrated, handsomely printed! 


CLAIRE GLASS, 
Editor-in-Chief 


@ SENIOR PROM will be printed entirely by letterpress instead of by 
rotogravure beginning with the November issue. 


@ SENIOR PROM will “grow up” with its present subscribers to appeal to 
the older teen-age girl. 


BETTY SLATER, 
Merchandise Editor, 
formerly fashion advisor to 
teen departments of 
Kirby-Block & Co., Inc. 


@ SENIOR PROM’s editorially featured fashions will carry 
manufacturers’ trade name credits, and each feature will be credited toa 
compact and varied group of stores. 


@ SENIOR PROM’s advertised products and editorially featured fashions 
will be merchandised well in advance of the publication date to leading 
department stores, specialty shops and buying offices. 


NONNIE EILERS, 
Fashion Editor, formerly of 
the Fashion Department of 
MADEMOISELLE 
MAGAZINE 


@ SENIOR PROM will not change its rates or circulation guarantee. . . 
the ad rate remains fixed at $1800.00 per black & white page .. . the ABC 
circulation guarantee remains at 800,000. 


Sell the teen market through... 


wo. PROM 


Published by the Publishers of 
PARENTS’ MAGAZINE 
52 Vanderbilt Ave., New York 17, N. Y. 


Atlanta e Boston e Chicago 
Los Angeles e San Francisco 


- » » FOR TEENS, DEBS AND CO-EDS 
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Demonstrates Teleglas 


Pittsburgh Plate Glass Co. dem- 
onstrated its new Teleglas, which 
it claims provides “for the first 
time, sharp black and white con- 
trast pictures, without dazzling 
brightness,” Aug. 5 in New York. 
Recommended for the face of TV 
metal picture tubes, Teleglas is 
being used in Zenith’s new line, 
the glass company said, indicating 
that other set manufacturers are 
to follow later. 


Florence Stove Ups Johnson 


Florence Stove Co., Gardner, 
Mass., has promoted Ronald G. 
Johnson to sales promotion man- 
ager heading a newly created de- 
partment in a sales expansion pro- 
gram. For the past four years Mr. 
Johnson has been assistant adver- 
tising manager. 


Hauptman Appoints Kosden 


H. W. Hauptman Co., New York, 
has appointed Charles Kosden art 
director. Previously he has been 
with Emil Mogul Co., Buchanan & 
Co., and William Esty Co. 


You Can Sell PREMIUMS 


T° this 20- ———— * ~~ a-Year Market. Zhe 
newspapers, magaat papers 

jeals buy over million “dollars — of circu- 

lation-promotion prizes and - jums a year. 

Circulation Management—the only geoeeee | trade 

journal—is YOUR key to this marke Let tell 


53 as Pe CIRCULATION 
apne MANAGEMENT 
Manage 53 W. Jocuen Bivd. 


ABC Increases Power 
14.8% in Six Months 


New YorK—With the addition 
of its 12th 50,000-watt affiliate on 
Oct. 1, American Broadcasting Co. 
will have a total daytime wattage 
of 1,158,350—an increase of 14.8% 
since the start of the year—and a 
nighttime strength of 882,950 watts 
—a 10% gain since January. 

ABC’s new affiliate is KRMG, 
Tulsa, which will replace KOME, 
a 250-watter. KRMG, due on the 
air this fall, will operate on 10,- 
000 watts nighttime. 

Lee Jahncke, vice-president in 
charge of ABC’s station relations, 
claims ABC has a “station in each 
of the first 50 retail markets, in 
98 of the top 100 and 138 of the 
leading 150 markets. This gives 
ABC a larger number of stations 
within these important markets 
than any other network.” 

Twenty-four ABC stations have 
improved their facilities this year. 
Thirteen new affiliates have joined 
the network, which now has 278 
AM outlets. ° 


Selects Hewitt Agency 


British Industries Fair, London, 
has appointed Hewitt, Ogilvy, Ben- 
son & Mather, New York, to han- 
dle promotion for the 1950 ex- 
position. 


NBC Signs Eddie Albert 


Eddie Albert, stage, screen and 
radio star, has signed an exclusive 
contract with the National Broad- 
casting Co. covering his future ra- 
dio and television activities. His 
first appearance will be in a new 
series of daytime half-hour radio 
programs five times a week, be- 
ginning early in September. 


Ross Coles Names Andrews 


Walter G. Andrews has been 
named manager of the newspaper 
division of Ross Coles & Co., Chi- 
cago, sales promotion agency. He 
has served as circulation executive 
for the New York Sun, St. Paul 
Dispatch and Pioneer Press, Des 
Moines Register and Tribune and 
Fort Wayne News-Sentinel. 


Alcoa Promotes Wilder 


Hugo T. Wilder has been named 
manager of the marketing divi- 
sion of the sales department of 
Aluminum Co. of America, Pitts- 
burgh. He has been with the com- 
pany since 1919, most recently 
serving as manager of pig and 
ingot sales and as warehouse man- 
ager. 


Fischer's Fleet to Kirsch 


Fischer’s Fleet, operator of a 
chain of service stations in the St. 
Louis area, has appointed the 
Harold Kirsch Co., St. Louis, to 
direct its account. A radio cam- 
paign is in the planning stage. 


* Sales Management 


1949 Survey of Buying Power. 


IN DRUG STORE SALES 


where it will reach 
big morning dailies. 


per reader 


If it sells over drug counters, your product has a 
sales potential per family in Florida greater than in 
all but three of the other 48 states. Only three states 
led Florida in drug store sales per family last year.* 
And 75% ‘of the Florida sales were made in the areas 
served by Florida’s three leading newspapers. 
Florida continues to be one of the fastest-growing 
year ‘round markets in America. 
seeking sales in Florida, schedule your advertising 


For more readers per dollar... 
in Florida’s three major markets 


PER FAMILY, FLORIDA. 
RANKED 4th IN THE 
48 STATES IN 1948 
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When you are 


the bulk of Florida’s buying 


power, and at lowest cost—place it in Florida’s three 


for more dollars 


and their rich trade areas, use the pages of the Florida 


Times-Union, Miami Herald and Tampa Tribune. 
These three newspapers give you from 20 to 100% 


family coverage in 53 of Florida’s 67 counties. 


FLORIDA TIMES - UNION 


Jacksonville - 


MIAMI 


National Representatives» Reynolds-Fitzgerald, Inc., 


National Representatives - Sawyer-Ferguson-Walker Co. 


HERALD 


National Representatives -Story, Brooks & Finley, Inc., A. S. Grant, Atlanta 


lhe Cuative Man: Corner 


As long as this Corner can remember, the Campbell Soup 
advertising has appeared in the same space and in practically 
the same way. In this Corner’s opinion, it has grown to be 
singularly uninteresting—like a sound repeated so many 
times you become accustomed to it and don’t notice it any 
longer. 

It was with a great deal of interest, therefore, that 
yours truly 
came across 
this half page 
color ad for 
Campbell’s—a 
good way back 
in the _ book. 
He noticed 
with consider- 
able interest, 
too, that this 
long-time ad- 
vertiser was 
catching up 
with tech- 
niques dis- 
covered by 
other food ad- 
vertisers some 
years ago— 
service copy, 
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of pace on the 
part of Camp- 
bell, The Cor- 
ner feels re- 
luctant to of- 
fer criticism 
on top of 
praise. Yet, 
coupled with 
the technique, 
is a fault com- 
mitted by most 
food advertis- 
ers—the use of 
recipes or 
product use 
sug gestions 
that are un- 
usual rather 
than common. 
The Corner 
disagrees with 
the school of 
advertising 
that insists you 
have to turn 
handsprings to 
get attention 
and be inter- 
esting. Mush- 
room sauce, he seems to recollect, is used to a much greater 
extent on croquettes or in chicken a la king than on ham 
and egg shortcake. And tomato sauce is used much more 
frequently on meat loaf or egg plant or any number of other 
common dishes than on grilled cheese sandwiches. 

Anyway, The Corner cheers this new departure. And is 
certain Campbell will benefit from it. 


.. AND FOR THE FINEST TOMATO SAUCE YOU 
EVER TASTED, USE CAMPBELL'’S TOMATO SOUP 
| 


_ 1 JUST COULDNT KEEP HOUSE 
menvour CAMPBELLS SOUPS. 
> 43 $0008 ... AS SAUCES... 
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Gordon Lambert Advanced 
Gordon E. Lambert, sales mar 


Gegus Joins ‘Mademoiselle’ 
Stephen E. Gegus, formerly with 


of Mademoiselle. treal manager. 


FAMILY 


WIBW has been a farm station for 
a quarter-century. We sell Kansas 
and adjoining states because we've 
served them well. We're one of the 


family. 


TheVoiceo*Kansa 
Sr. T O PE K A 
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Good Housekeeping, has joined the| ager of Might Directories Ltc., 
New York advertising sales staff| Toronto, has been appointed Mon 
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Dictograph Denies 
its Exclusive Dealers 
Are ‘Oppressive’ 


WASHINGTON—Dictograph Prod- 
icts, Inc., New York, has told the 
ederal Trade Commission that 
there is nothing illegal about the 
«xelusive dealing contracts which 
it uses for its Acousticon hearing 
aid (AA, May 16). 

The company denies that the 
provisions of the contract are 
‘onerous or oppressive.” It said 
dealership cancelations are always 
“for good and sufficient reasons” 
and in accordance with “the law- 
ful terms of the contract.” Dicto- 
graph said exclusive dealing is 
necessary “for the protection of 
trade name, business and good 
will.” Elimination of exclusive 
dealing “would be detrimental to 
the public interest in that it would 
force discontinuance of currently 
employed methods of hiring, train- 
ing and setting up distributors, 
which greatly benefit the hard of 
hearing,” Dictograph contends. 


Advertisers Are Offered 
Commercials on Juke Boxes 


Phonograph Advertisers, Inc., 
Chicago, has signed with Century 
Music Co., Chicago juke box op- 
erator, to place “timed commer- 
cials” in up to 10,000 automatic 
phonographs in taverns, liquor 
stores, restaurants and soft drink 
parlors in the Chicago area. 

The company says that a com- 
mercial on the average juke box, 
with a 26-week run, will reach an 
estimated 43,000 customers at a 
cost of about $2 per thousand. An 
automatic counter records. the 
number of times a commercial is 
played. Advertisers may choose 
locations. The device, which plays 
the sales message at set intervals, 
has been tested by Canadian Ace 
Prewing Co., Chicago. William S. 
Bishop Co., Chicago agency, has 
been named sales representative 
for Phonograph Advertisers, Inc. 


Gilbert Mixers to Bow 


A. C. Gilbert Co., New Haven, 
Conn., electric appliance manufac- 
turer, will introduce two new prod- 
ucts, a food mixer and a portable 
mixer, next month in Good House- 
keeping and Ladies’ Home Journal. 
The ads will run through the end 
of the year and will be supple- 
mented by trade publication adver- 
tising and television spots in ten 
eastern cities. Doyle, Dane, Bern- 
bach, New York, is the agency. 


Nolan Named Copy Chiet 


Norbert Nolan, who formerly 
headed his own agency in San 
Francisco, has been appointed copy 
chief in the advertising department 
of Golden State Co., dairy pro- 
duets manufacturer. 


Their Displays Move 
MORE MERCHANDISE for LESS | 


: 


To show you how leading manvu- 
facturers are successfully using 
DeVorn services to develop and 
test permanent point of purchase 
displays, we have prepared a 
portfolio of “Visual Merchan- 
disers” which we offer FREE. 


A request on your company 
stationery will bring it 
to you without obli- 
gation. Write today. 


DEVORN 
SPLAYS CORPORATION 


JENNINGS AND DENISON | 
CLEVELAND 9, OHIO 


Squibb Boosts Ad Budgets 
to Increase Trade Space 


E. R. Squibb & Sons, New York, 
will boost its advertising budgets 
more than 20% for the coming 
fiscal year. Most of the added ex- 
penditure will go into professional 
and trade publications, with only 
a small portion allocated to con- 
sumer media. Direct mail and 
technical motion pictures are 
among promotions figuring heav- 
ily in the expanded budget. 

Squibb will market several new 
products, including new types of 
penicillin, a combination of three 
sulfas, a new protein product for 
diet supplements, and a new form 
of injectable Tolserol, which is an 
anti-spasmodic drug. Newell-Em- 
mett Co., New York, handles 
Squibb consumer advertising, and 
William Douglas McAdams places 
professional and trade promotion. 


Acquires Fisher Display 


ABC Mercantile Display Serv- 
ice, Inc., Chicago, has acquired 
the Fisher Display Service, Chi- 
cago. Sol Fisher has been retained 
as sales manager. 


‘SRL’ Issue SRO 
in 72-Hour Sweep 


New YorK—The 25th anniver- 
sary edition of the Saturday Re- 
view of Literature sold out in 72 
hours (New York newsstands were 
clean in 24) and the publisher has 
just made arrangements with 
Longmans, Green & Co. to bring 
out the issue as a book this fall— 
in which the 20¢ issue will retail 
for about $3. 

SRL went back to press to print 
an additional 10,000 copies (its 
anniversary press run was 150,- 
000) which will go only to new 
subscribers. 


K&E Names Chalmers V. P. 


Kenyon & Eckhardt, New York, 
has named William A. Chalmers 
vice-president and radio director 
succeeding Leonard Erikson, who 
has resigned. Mr. Chalmers joined 
K&E in 1947, and has been an ac- 
count executive on the Ford Motor 
account since January, 1948. 


‘Coronet Adds Two 


Maxwell I. Andrews, formerly 
assistant national advertising man- 
ager of the New York Sun, and 
Henry A. Woodruff, for 10 years 
national representative for Na- 
tional Transitads, have joined 
Coronet’s sales staff. 


Copley Names Jones V. P. 


John C. Jones III, formerly an 
account executive of Eddy-Ruck- 
er-Nickels Co., has been named 
a vice-president of Copley Ad- 
vertising Agency, Boston. 


35 


Cockshutt Plow Names Hill 

J. J. Hill has been named Ca- 
nadian sales manager of Cockshutt 
Plow Co., Brantford, Ont. He was 
formerly assistant Canadian sales 
manager and has been with the 
company since 1934. 


CKEY Appoints Thompson 

John Thompson, formerly in the 
radio department of E. W. Rey- 
nolds Ltd., Toronto agency, has 
been named head of promotion and 
publicity at Station CKEY, Toron- 
to. 


‘ELECTROTYPE co. 
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You can switch more 
impulse-purchases to 
your brand 


(Remember, 38.2% of all food products are 


bought on impulse!)... Dupont Research 


CHICKEN 
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. take a tip from Heinz— pre-sell her with the “pay-off” medium... 


criterion service 


THE ONLY CONTROLLED ADVERTISING MEDIUM THAT SELLS ON THE “PAY-OFF’’ LEVEL—THE NABORHOOD SHOPPING 
CENTER—WHERE 98% OF ALL FOOD AND 85% OF ALL DRUGS ARE SOLD! 


Nine out of ten of your sales problems today start on 


the ‘‘pay-oft”’ 


level—the level where you have the least 


control of close-to-sale selling. Chances are 20-1 against 
your getting window or store display for your brand. 
Thousands of manufacturers are fighting over the valu- 


able spots. 


Private labels are coming back strong 


and 


taking over many of the juicy display positions. 
Think of it! 38.2% of all food products are bought 


on impulse. 75% 


of shoppers buy items they hadn’t 


thought of. 76% don’t carry shopping lists. 
So how can you control the impulse-purchases that 


continuously 


CRITERION SERVICE, INC. « 


rob you of extra sales? 


The answer is 


122 EAST 42nd-STREET 


Criterion, the only controlled selling medium that can 
keep your advertising alive before Mrs. Consumer. And 
right up to the moment she reaches the store shelves 
where your brand must fight for her attention. 

Every Criterion Poster Showing is built-to-order to 
completely cover the specific shopping centers where you 
have distribution. Big, colorful poster panels (32 square 


feet) on busy corners influence consumers all day, 
days a year. So Criterion can help you sell on the 
level just as it is doing for advertisers like Heinz, 
Armour, Lever Bros., 


oft” 
Kellogg, Libby, Kraft, 


365 
“pay- 


and many 


others. Why not get in touch with us today? 


NEW YORK 
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Duluth ‘Transitcasts’ 
End: Market Too Small 


To the Editor: As of July 23, we 
have ceased to broadcast to our 37 
radio equipped buses in Duluth 
and Superior. 

This operation, which was on the 
air continuously on a commercial 
basis from July 14, 1948, was set 
up by the car card advertising 
fraternity in connection with 
WEBC-FM to test the many as- 
pects of bus or transit radio. Dur- 
ing that period of over a year, we 
have explored the medium from 
every conceivable angle. Public 
reaction was much better than we 
anticipated, as shown by the Al- 
fred Politz study conducted last 
December, when only 4.3% of the 
public was opposed to the idea. 
National advertiser impact on 


Ge: 


This department is a reader’s forum. Letters are welcome. 


branded grocery items has been 
under measurement in 25 self- 
service stores since the first of 
last November by a weekly store 
audit on both the advertised and 
competitive brands. In nearly 
every instance, this cash register 
measurement showed a selling 
force directly attributable to the 
new medium. 

The original installation, con- 
sisting of 35 Link receivers, was 
augmented late in the fall by our 
own developed expander, which 
compensated for the audio output 
in relation to the noise level in 
the individual bus. We consider 
this a necessary auxiliary to the 
regular receiver, which merely em- 
ploys a “gain” for voice output. 

Our decision to take this hiatus 
in the Twin Ports market is based 


" 


on the fact that even an entire 
installation is not large enough 
to gross a billing which would 
meet the operating costs. In our 
opinion, a minimum size city must 
have 250 vehicles suitable for in- 
stallation and a gross billing po- 
tential of $10,000 to $12,000 month- 
ly. We feel that such marginal 
markets as Duluth must wait for 
the day when a national network 
is established and acceptance is 
created for the medium with the 
national and regional advertiser. 
Jay Murray, 
President, Riders Radio, Inc., 
Minneapolis. 
eee 

Pan Am-Retail Promotion 
Work Well for Reis 


To the Editor: Here is a little 
promotion angle we have worked 


50,000 WATTS + 


CLEAR CHANNEL + 


to 


register 


You can go out to dealers, hundreds of 
miles from Nashville, or right in town— 
and there you can see the WSM story on 
cash registers. They ring up 650 so regu- 
larly, these merchants, they know the 
station has a special power to sell their 
customers. Go take a look for yourself, 
as we have, and you'll find it in store 
after store—all through the Central South. 


It isn’t just our 50,000 watt, clear chan- 
nel power, nor the excellent reception 
we provide dependably over an area 
that otherwise would be poorly served. 
Nor the fact that our programs are 
good, balanced, and specially designed 
for the audience we know so well. 


The reason they act when they listen is 
that they know they can trust and 
believe and buy what we sell them. 


HARRY STONE, General Manager 
IRVING WAUGH, Com. Manager 
EDWARD PETRY & CO., Nat'l Rep. 


650 KILOCYCLES 
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AMERICAN Winar g 
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COOPERATION—Pan American Airways’ window in Rockefeller Center promenade 
features nylon underwear made by Robert Reis & Co. as a means to lighten travel 
luggage and refers viewers to Bloomingdale’s, which carries the items. 
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out between Bloomingdale Bros., 
Pan American Airways and Robert 
Reis & Co. whereby we joined 
forces to sell for each other. 

The method of promotion takes 
the form of a window in the Pan 
American Airways, Rockefeller 
Center promenade office window 
in which a PAA Boeing Strato- 
cruiser model is shown with travel 
posters and Reis nylon underwear 
is featured as a means to lighten 
travel luggage. A special hand let- 
tered card in the PAA window re- 
fers viewers to Bloomingdale’s for 
the nylon merchandise shown in 
the window. 

A similar window is trimmed 
in the Bloomingdale store at 59th 
St. and Lexington Ave., New York. 

We have had a lot of comment. 
The Pan American people have 
advised that a number of inquiries 
have been made and considerable 
interest shown by passersby. 
Bloomingdale’s reports excellent 
sales prompted by the windows. A 
similar arrangement is being 
worked out for other cities served 
by Pan American Airways and 
with local stores which feature 
Reis nylon merchandise. 

HOwaARD B. Brown, 

Advertising Manager, Robert 

Reis & Co., New York. 


s ~ 2m 
‘Public Service’ Ads Fall 
Short, Agency Man Thinks 


To the Editor: The attached ir- 
ritates me. As a matter of fact, 
every time I see one of these “pub- 


lic service” ads, signed by a huge 
corporation that is trying to sell 
“Joe on the street” the economics 
of big business, I wonder what 
psychologist put his endorsement 
on this thinking. 

Actually, the cartoon ad which 
ran with the attached was good. 
But when “Joe” gets down to the 
bottom of the ad, he immediately 
realizes that it’s just propaganda 
of big business. Isn’t it signed by 
Standard Oil? And what is all 
this double talk about the “Public 
Policy Committee of the Advertis- 
ing Council?” Doesn’t that sound 
like the Politburo,’ the master 
minds? 

In my humble opinion, this con- 
clusion to a fine ad just about 
kills its value. Why should “Joe” 
send in the coupon, knowing that 
he will get a big business sell? 
Wouldn’t it be better to let these 
ads be signed by True Story wage- 
earner families and have the re- 
quests for booklets sent to an in- 
nocuous address without high fa- 
luting titles? I’d get tired by the 
time I addressed the envelope! 

AGENCY SPACE BUYER, 
Chicago. 


A Preacher Airs His Ideas 
About ‘Special Days’ 

To the Editor: I see by AA, Aug. 
1, that they’re planning a Child- 
ren’s Day in October under the 
sponsorship of Parents’ Magazine. 

If these commercial geniuses at- 
tended church with any degree of 


Notice the wenderfal way 


your thumbs and first two fingers work 
for you. They're perfect helpers. Faithorn 3-in-] 
service works like that in the production of your advertis- 


ing. It unifies and synchronizes the skilled actions of producing fine 
Typesetting, Engraving and Printing. It keeps production thumbs and 
fingers where they belong — together. Try Faithorn 3-in-1 service once 
and you'll know it’s a mighty satisfying rule of thumbs (and fingers) for 
you. Write—or phone WHitehall 4-2300, and a representative will call. 


FAITHORN is the ONLY concern in Chicago 
that offers advertisers this COMPLETE SERVICE... 


a definite saving of TIME, TROUBLE and MONEY. 


SPECIALISTS 
IN 
COLOR PROCESS 
PLATES 


adve 
dolla 
33¢ 

news 
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-egularity, they would discover 
hat there is an annual Children’s 
vay in June in most Protestant 
hurches, a day variously ob- 
erved, but mainly one in which 
he church at large has brought 
o its attention the function of 
‘hristian education in the work 
of the church. 

I, for one, and I don’t stand 
clone, am getting pretty damn sick 
end tired of these special days 
cooked up by some money-mad 
copes who think only of bleeding 
o few extra pennies out of the 
public for useless trivialities. 

Of all ideas, choosing a Sunday 
to “help start the toy selling sea- 
son off earlier” is a most repre- 
hensible piece of crass material- 
ism. 

This may not sound like a 
preacher talking, but I hope those 
who thought up this “brilliant” 
idea go plumb to J. L.’s “you- 
know-where!” 

However, if you think this is 
strong language, I’m reminded of 
an Old Testament preacher, Amos, 
who said, “Hear this, O ye that 
swallow up the needy, even to 
make the poor of the land to 
fail, saying, ‘When will the new 
moon be gone, that we may sell 
corn? And the sabbath, that we 
may set forth wheat, making the 
ephah small and the shekel great, 
falsifying the balances by deceit?’ ”’ 

(REv.) WILLIAM M. HUNTER, 

Director, Synod of New York 

Public Relations, Presbyterian 

Church, Florida, N. Y. 

ee @ 
Wants Record Straight 

To the Editor: Somebody evi- 
dently got mixed up on some fig- 
ures, if your report on Page 24 of 
your July 25 issue, on the Amer- 
ican Broadcasting Co.’s new pro- 
motional brochure, “Let’s Tune 
In On The Facts,” is correct. 

The statement is made that “ra- 
dio is the first choice of America’s 
top 100 advertisers.” Then the ac- 
count goes on to say that these 
100 advertisers “spent their ad- 
vertising dollar in this manner— 
30¢ in newspapers; 3l¢ in maga- 
zines, and 39¢ in network radio.” 

To paraphrase the title of this 
brochure, let’s tune in on the real 
facts, which show that the 100 top 
advertisers of 1948 divided their 
dollar this way—36¢ in magazines, 
33¢ in network radio and 30¢ in 
newspapers. 

W. H. MULLEN, 

Director, Magazine Advertis- 

ing Bureau, New York. 

i a 
Catches a Commercial 
Selling Advertising Short 


To the Editor: Six large size 
“huzzahs” for your June 20 edi- 
torial, “Are Admen Selling Adver- 
tising Short.” 

Recently it was my displeasure 
to hear a radio commercial for a 
shoe polish firm launch into a 
series of good selling punches, 
then, to my chagrin as an ad man, 
follow with: 

“Now, friends, this isn’t just ‘ad- 
v-rtising talk.’ ” 

What manner of “thinking” let 
tat get on the air will, I suppose, 
r main a mystery of the Age (Ad- 
Vv rtising, that is!). 

L. H. MILuer, 

\dvertising Manager, George 

<och Sons, Inc., Evansville, 

nd. 
e @« @ 


It: No Fancy Job, but 
H Bets This Copy Sells 


‘o the Editor: There has been 
cc \siderable controversy raging of 
le e concerning ads that are beau- 
ti al but don’t “seELL.” In my opin- 
ic . the enclosed is an example of 
‘ lly down to earth advertising, 

ide in nature, rather poorly ex- 

‘ssed, but my personal bet would 

that it “PULLED.” (As a matter 

fact myself and several others 

ponded.) 

if you will examine it, it has 
a the components of a good ad 
a d some of our so-called beauti- 
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mee ate 
ful ads appearing in today’s maga- 
zines and newspapers are just 
pretty and that’s all. Seems to me 
you might use this as food for 
thought for some of our “EXPERTS.” 
HELION DICKSON JR., 
Vice-President, Stone-Stevens, 
Inc., New Orleans. 


Biow Appoints Kane 


Peyton Kane, formerly director 
of advertising and sales promotion 
of S & W Fine Foods, San Fran- 


Bryant Names Mackenzie 


G. Norris Mackenzie, formerly 
sales manager of the program di- 
vision of All Canada Radio Facil- 
ities Ltd., Toronto, has been ap-| cisco, has been named head of the|| » 
pointed sales manager of Bryant/ merchandising and field service 
Press Ltd., Toronto. G. H. Weld, | department of Biow Co., San Fran- 
sales manager, becomes director | cisco. 
of sales and secretary of Bryant, 
and director and secretary of the 
Weld Book Co., which will spe- 
cialize in the production of all 
elasses of case-bound books. 


* = e * a 2 
If the time buyer who reads this wil! 

@ put KIOA on his list he'll be richly @ 
rewarded with a top audience. As 
Des Moines’ only 10,000 watt* sta- 

a2 tion, KIOA will serve you admirably 7 

in lowa's abundant market. Coverage 

mops, schedules and availabilities 
ore yours for the asking, ... See @ 
any Pau! Raymer man or write direct 
to KIOA, Des Moines, lowe. 

*10,000 Watts day, 5,000 Watts night 


Two Name Mace Agency 


A-B-C Packaging Co., Quincy,|| e 
Ill., and Moberly, Mc., and Dennis 
Chicken Products Co., Augusta,||] » 
Ill., have placed their advertising 
with Mace Advertising Agency,/|@ @© @© ee6°6°® 
Peoria, Ill. 


Jam Handy Names Ellison 


Bruce Ellison, formerly assistant 
advertising manager of Albert 
Pick Co., Chicago, has joined the 
writing staff of Jam Handy Or- 
ganization, Detroit. He will assist 
in planning meeting guides and 
other printed materials and in 
writing slidefilm scripts. 


Manufacturers of 


cture frames 


FRAME YOUR DISPLAY ADS Well Styled Frames 
For Your Point of Purchase Displays To Your Speci- 
fications. The facilities of the most versatile picture 
with rented desk space and $300 frame, woodworking and finishing plant in the country 
capital, today the agency has a are available to help you solve your display problems. 


staff of 15, and annual billing of 400 N. MAY ST. * CHICAGO * MO 6-4411 
nearly $1,000,000. ’ | J. ABRAMS CO. 230 5th AVE. * NEW YORK * MU 9-7686 


e 

Celebrates Anniversary L 
John Mather Lupton Co., New 
York, celebrates its fifth anniver- 


sary this month. After starting 


_ Has it ever happened to you! = = = — :::::: By ALDRICH 


Now! The Presto Executive 
THE PLAYBACK OF BROADCAST STATION QUALITY 


OTHING kills a client audition as quickly as a poor playback. 
Wows, wavers, turntable rumbles and harmonic distortion 
can make your best recording sound sour. 

Don’t let a tired playback kill a sale for you. Get a PRESTO 
EXECUTIVE. It’s the transcription turntable you will see in most 
broadcast stations, made by the world’s largest producers of broad- 
cast station equipment. PRESTO EXECUTIVE is durable, time- 
tested, dependable. It’s a complete transcription playing unit with 
16-inch turntable, high fidelity amplifier, 12-inch speaker, and 
lateral reproducer for both standard and microgroove recordings. 

No wires, cables or separate amplifier and speaker will confuse 
your presentation of the program. And high fidelity sound — just 
as you get from a broadcast station —is guaranteed! Presto Execu- 
tive includes microphone input for auditioning live talent. (Micro- 
phone, extra equipment. ) 


For highest fidelity, record your programs on Presto Discs. 


SSeS SF SF SF SS SF SF SF SS SSF SSF SSC SS SSE SF SF TS SS SE ST SS Se ee ee eee ee 
+ 
$ PRESTO Recording Corporation, Dept. A i § 
. P. O. Box 500, Hackensack, New Jersey 
1 
: Please send me full information about the PRESTO EXECUTIVE 
: playback and name and address of nearest dealer. 
| 
| Name —— 
' 
RECORDING CORPORATION § Company . _ 
Paramus, New Jersey . ‘ 
treet — 
Mailing Address: P. O. Box 500, Hackensack, N. J. : 
In Canada: Walter P. Downs, Ltd., Dominion Square Building, Montreal ! City State — 


WORLD'S LARGEST MANUFACTURER OF INSTANTANEOUS SOUND RECORDING EQUIPMENT AND DISCS 


* oe ee ae ae ee eS a SE tee 
SE Dee gia aie Ee ue ee Ma ot Nig ba Seok, ne ae ot ; ; ag ™~ —— “fe oe 2 rae i " A ie ‘ : ane - ; ye oe ie . Logie rei + ee : fi = ‘ ee oa = “i ay . fi ee, 
is FE eee Se eee! ee ea re ae ee kta eee eo pat Se cet ce Papua a ee ees cone ot es 
cer i 4 iapa i ee eo shall Ah Ul cel Pa asecrs. i ag Oe eae Ses ei eae ele weno ve Pe ey Pd Pig : v4 
fe Ss ES ae aa. ire et... ty dinamo he homer oir a a. a ie gaia te 
ee ee ee ee ee Ce. Mk a ee . TREE gail ea Ras 
‘gi as pies hee ia a Saosinalia ee - > , ae ‘ . r = See ae y ; als eT ty 2h me ee ae “ <a Ses, a ame ae =o a a OE a ah ae Eo a 
37 “ 
1949 ee . 
LT LS a 
: re 
1 92 SOT a0 sar oman Tee oF unis “ 
% AND SINCE § WAVE NO OVERHEAD ) CAN REPAIR TorLETS On : 
Faucetp 
( oman) : 
£22 MOT Simm oF De Tome + arene 7 
. — | a 
, a | 3 
| © 
e 
; . - 
nade 
ravel 
huge _ 
> sell a 
omics ie: 
what PS eT ee Pe EE I aE OL a ON ee fers 
ment eS 
~ £ oat 
which hie | : 
good. 
o the 
iately : 
ganda —~ = _— 
db —- im’ / 
= y . 
is all f ~~ | , 
> - \ al ie 
ublic = ees 
‘ is Pom a ~\¥ _ 
ertis- Zo (SSP ~~ oh} 
sound zs - SS > SS ‘ | 
— | (0) “Bree, ( Y | 
- —=— | 
\ / ' —~_ / 
' J of / AY, gg 
/ Ph > ‘/ \ (j i 
A / / ° / ° 
4) \ a 
eet — —R ae 
FR, Za % - 
CF EN 
ee P : 
- \ " 
; a! ‘ , e 
oe > . —sy | fe 
Ee a eee 8 
. Bina | me 
N \ py ae - 7 . 
j ie P ds ~~ Bi; 
$ : —_ | q | 
\ J a : ea . } ' 
(/ Ye | eek: bat. 
7 s—  — a 
j C~ y \ 
i a . - 
r- 
| — = 
i : 4 a Ss ES : a ; 
4 | ee _ - 
ag ne : 5 
4 = 
4 * a 
vay : "| : i Sire: re 
tive iit. Saale oats = 
ork < a ee ee sn 
ine Se gee ; Pe ee > 
ace Met, ree, “2 
for nal — | : 
- Pe : 
| fe 
7 
; 
: 
7 = 
= 
| " 


GETS 14 


a year. 


VERTISING AGE. 
about results: 


in ADVERTISING 


OF $20,000 JOB... 


Like a great many people, this man in Cincinnati 
decided he would like a better job. Unlike most 
people, he wanted one which paid at least $20,000 
SO, he placed a classified ad in the 
“Advertising Market Place” columns of AD- 


“Though my ad fairly screamed at least $20,000, 
I have so far had 14 legitimate answers. These 
are all from blue ribbon agencies in New York, 
Chicago, Cleveland, Milwaukee, etc., 
replies are still coming in.” 

If you are looking for a position, or for a man 
to fill one — if you have anything to buy or sell 
in advertising — the “Advertising Market Place” 


place to tell your story. 


OFFERS 


And here’s what he said 
and the 


AGE is the most resultful 


ge cogging 


date. gdp der Ooo Pe sey yc onage Poel Migr mere Margy Regu: 


or cord discounts on muyitiple 


HELP WANTED 


Hartford, Connecticut, insurance company 
wants a young man with substantial ex- 
perience in printing production, who 
would be qualified to prepare specifica- 
tions for printers, order engravings, and 
follow through on proofs to obtain good 
interpretation of artists lay-outs. He 
should also be qualified to design good 
typographical plans and layouts for forms 
and for general work. The work is 
largely letter press but with some off- 
set. This man would act as co-ordinator 
between the Company's printing plant 
and outside printers and the various de- 
partments of the Company which have 
printing requirements. Capacity for 
growth is a qualificiation. 

Box 2596, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Advertising salesmen with car call on ad- 
vertising agencies, mfrs., etc., to cover 
Chicago area and middle western states: 
newest medium since motion pictures 
and television. Write c/o Bowling Supply 
Co., or phone DE-2-6734. (Chicago) 

Account Executive $10,000 
Public Relations Mgr $7200 
Sales Prom. Mgr.-Food $5000 

SHAY AGENCIES 
30 W. Washington Chicago 2, Ill. 


No. 3367. Cosmetics in Use by 
Woman’s Home Companion 
Readers, 1949. 


Purchase and use of 98 different 
toiletries by readers of Woman’s 
Home Companion are analyzed in 
this study published by Crowell- 
Collier. Wherever possible, data 
are compared with figures for 
WHC’s previous 1947 cosmetics re- 
port. Geographic, reader age and 
family income distribution are 
shown, with occupations and per- 
sonal characteristics of respond- 
ents to the survey. 


No. 3368. Kid Stuff Is Big Stuff. 


Fawcett Comics “Group has is- 
sued this report on a Starch sur- 
vey of the youth market. It indi- 
cates, among other things, that 
children read the ads in comics 
magazines; that brand identifica- 
tion is high among boys and girls; 
that they select numerous products 
bought by the family, and that 
children 6-19 years old make many 
purchases themselves. 


No. 3369. The Grand Rapids Press 
Leads. 


Buying power, income and sales, 
employment and industrial expan- 
sion in the Grand Rapids market 
are reported in this brochure pub- 
lished by the Grand Rapids Press. 
Graphs show the newspaper’s 
standing in linage of various class- 
ifications and in circulation. A 
county circulation table is in- 
cluded, with basic market data. 


No. 3370. Livestock Farm Market. 

Breeder's Gazette has published 
the first in a continuing series of 
data pages analyzing the livestock 
farm market and showing, in 
graphic form, a comparison of 
livestock production with other 
leading industries, and the im- 
portance of the livestock industry 
to the national economy. Copies of 


Note: Inquiries for items listed above 


the series and a file folder are 
available. 


No. 3356. Measuring the World’s 
Biggest Farmer. 


For this study, published by 
Wallaces’ Farmer & Iowa Home- 
stead, the Bureau of the Census 
matched the publication’s Iowa 
farm circulation list with census 
records for the farms in a sample 
of the same areas used for sup- 
plementary enumeration in the 
1945 Census of Agriculture. The 
facts in the census reports for these 
1,532 subscribers were compiled 
by Wallaces’ Farmer to show U.S. 
average, northern states average 
and Wallaces’ Iowa farmers’ av- 
erage income, value of land and 
buildings, crops and _ livestock, 
farms reporting running water, 
cost of feed bought, farms report- 
ing electricity and other details. 


No. 3357. KRNT and the Vital Des 
Moines Market. 


KRNT, the Des Moines Register 
and Tribune station, has issued this 
booklet which, in a series of cov- 
erage maps, shows BMB per cent 
of audience placed with figures 
for per cent of food sales, food 
outlets, buying income, radio fam- 
ilies and other data. Another sec- 
tion is devoted to Hooper rating 
comparisons, and a third, to KRNT 
promotion and merchandising ser- 
vices. 


No. 3353. Growin’ Pains. 


Popular Homecraft has pub- 
lished this analysis of the home 
workshop market, based on con- 
tinuing reader studies made from 
questionnaires printed in the mag- 
azine and returned voluntarily by 
readers. It reports on the work- 
shop hobbyist as an individual; the 
home workshop hobby as a mar- 
ket, and Popular Homecraft’s 
position in the market. 


will not be serviced beyond Sept. 26 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 


| 100 E. Ohio St., Chicago 11, Il. 


| Please send me the following (insert number of each item wanted) 


| CITY & ZONE 


eee UETTOOETer ere rr ret teeter ir ete i ee 


ADVERTISING MANAGER 

Long established firm, small midwest 
town, needs capable man with agency or 
advertising manager experience with 
mechanical products. Planning, copy, 
rough layout, printer contact, catalog, 
close work with sales department. Ap- 
propriation $30,000 to $65,000. Pension and 
profit sharing plan. Salary plus bonus. 
College graduate preferred. Age 25-35. 


Write qualifications, full experience, 
present salary. 
Box 2597, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Tl. 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


PRODUCTION AND TRAFFIC MANAGER 
—for long established agency handling 
important national accounts in smaller 
city 200 miles from Chicago. Permanent 
opportunity for man who knows engrav- 
ing, type, printing, traffic systems. No 
big city strain; pleasant living conditions. 
Give age, experience, salary desired. 
Send ‘photo which will be returned. 
Box 2599, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING MANAGER..Female $4800 
Competent writer. Book Publisher 
George Williams Co.. Personnel 
209 Ss. State St. HA-7-2063 Chicago 


DO YOU FIT THIS? 
National organization, mid-west location, 
seeking man to plan and administer re- 
tail advertising (including displays, ex- 
hibits) for dealer organization in farm 
field. Please include in first letter resume 
of family and educational background, 
experience, salary expected, recent photo- 


graph. 
ADVERTISING AGE 


Box 2601, 
100 E. Ohio St., Chicago 11, Il. 


ADVERTISING DIRECTOR 
for one of the top manufacturing 
porations in one of the foremost 
dustries. Must have top experience. 

CLARK PERSONNEL 
27 E. Monroe St., Chicago CE-6-8617 


REPRESENTATIVES AVAILABLE 


New York Space Rep. int. another pub. 
Old-timer offers est. industr’] pub. sound 
sales plus copy ability. Comm. 

Box 2602, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


FOR RENT 


Chicago office space available with pub. 
rep. in modern LaSalle Street building. 
Secretarial service optional. 

STate 2-2960 


MISCELLANEOUS 


Cor- 
in- 


FINE AGRICULTURAL ART 


John Andrews 1504 Dodge, Omaha, Nebr. 


ATTENTION PUBLICITY DIRECTORS! 
Wanted - suitable pictures for syndica- 
tion to newspapers. You pay low cost of 
distribution. Don’t delay - write, wire, 
phone - today for complete information— 
no obligation. Special Correspondents, Inc. 
230 E. Ohio St., Chicago 11, DE-7-1065. 


EXPECTANT MOTHER MAILING LISTS 


We can supply up to 5,000 expectant 
mother names weekly, current and 
guaranteed authentic, can give na- 
tional coverage by States. Weekly or 
monthly service. Prices very reason- 
able. BURGESS INDUSTRIES, PO 
BOX 937, JACKSON, MISS. 


insertions ond 


space over 5 inches apply on display 


POSITIONS WANTED 


PUBLIC RELATIONS-PUBLICITY 
Young, able, and established industrial 
P.R. Director seeks greater opportunity 
with more positive organization. Skilled 
writer and editor (BSJ, newspaper back- 
ground). Unexcelled qualifications for 
and experience in fields of Public, Com- 
munity and Employee relations. Policy 
forming management level. Interested 
industry, agency, or association post. 

Box 2598, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

Assistant to Presidents 

Sales, adv., promotion, publicity exper- 
ience covers 18 years of hard, harmonious 
and profitable work for top execs. you 
know and respect in NYC, Chicago, & SW. 
Salary unimportant. Prefer commission, 
bonus, fee or incentive with Oct. 1 assign- 
ment. Wonderful wife, 4 yr. old daughter 
but able to relocate or travel. Confidential 
outline for top level executives, or their 
associates, without obligation from Sooner 
Letter Service, 3174 E. 10th, Tulsa, Okla. 
COPYWRITER, now employed in agency. 
7 years experience, trade and consumer, 
diversified accounts. N.Y.C. only. Salary 
secondary. 

Box 2600, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 

ART DIRECTOR OR ASSISTANT 
Sound creative merchandising approach. 
10 yrs. expd. Consumer, trade, point-of- 
sale displays, pkge design, direct mail. 
Desires position-progressive agcy or mfg. 

Box 2603, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 
Litho display. To sell exclusively. Chgo 
Milwaukee; drawing account and expenses. 

Box 2604, ADVERTISING AGE 

100 E. Qhio St., Chicago 11, Ill. 


Account 
Executive 


with strong 
copy ability 


Pacific Northwest agency with 
leading sectional and national 
clients has opening for experi- 
enced man between 35 and 40 
years. We want a man with at 
least 5 years of experience in 
contacting and creative work 
on important national accounts. 
Must have organizing ability. 
Chance to participate directly 
in profits of agency. Salary 
open. Write yourself, confiden- 
tially or through a second 
party. 
Box 7428 


ADVERTISING AGE 
100 E. Ohio St. Chicago 11, Il 


AVAILABLE SOON 
ADV.-SLS. PROMOTION MGR. 


Thoroughly experienced in advertis- 
ing, sales promotion, sales training, 
market research. Univ. degree. Fam- 
ily man. Age: 30. Write for organ- 
ized data. 
Box 7425, ADVERTISING AGE 
100 E. Ohio St., Chicago, Il. 


ART DIRECTOR-DESIGNER 


Creative, practical modern designs, from initial 
ideas thru execution of campaigns. Recognized 
achievement all phases graphic arts, national 
and trade ads for wide variety of products. Fine 
arts background. Seeks connection with agency 
or manufacturer, New York area. Part time or 
free lance arrangement. 
Write Box No. 7426, ADVERTISING AGE 
11 E. 47th St., New York 17, N.Y. 


WANTED 
ADVERTISING MAN FOR FARM PRODUCTS 


Opening in advertising department of 
prominent organization. Good opportu- 
nity for man 30-40 with farm background 
and experience in agricultural advertis- 
ing. Ability to write copy essential. Write 
in confidence, with complete information, 
including age and current salary. 


Box 7422, ADVERTISING AGE 
11 E. 47th St., New York 17, N.Y. 


SCORE ONE FOR THE AD EXEC 


who ups his efficiency & results by having a 
hustling young assistant on hand to he'p tackle 
the heavyweight responsibilities, take over fol- 
low-thru jobs. I have comprehensive merchan- 
dising background plus exp. in N. Y. agency 
under top-flight acct. exec. Currently working 
but oppty. limited. Sales persona'ity. A-1 en- 
dorsements, present & previous emp'oyers. Box 
7427, ADVERTISING AGE, 11 E. 47th St., New 
York 17, N. Y. 


WHATCHA GOT? 


Got some service or equipment to sell? 
Got a yen to move on to greener pas- 
tures? Got to get a man to fill an im- 
portant job? Then tell the advertising 
world about it right here in the classi- 
fied columns of ADVERTISING AGE. 
Result-reports from advertisers prove 
that it gets jobs for men, and men for 
jobs, in all salary brackets and in all 


parts of the country. Being primarily’ 


a news paper, ADVERTISING AGE’S 
classified columns are read most thor- 
oughly—AND GET RESULTS! 


Footnotes 


By G. D. CRAIN Jr. 


Ernest R. Breech, executiv 
vice-president of the Ford Moto 
Co., was “guest columnist” recent] 
for Merryle Stanley Rukeyse: 
well-known financial commenta 
tor, and in discussing costs an: 
values in the automotive field, h 
recorded a 1912 advertisemen: 
which is a gem of its kind. 

In the February, 1912, issue o 
Successful Farming, Mr. Breec) 
says, R. E. Olds, now 85 and stil! 
living in Lansing, Mich., wrote, 
under the headline, “My Farewe'! 
Car,” the following: 

“Reo, the fifth, the car I now 
bring out, is regarded by me as 
pretty close to finality. Embodied 
here are the final results of my 
25 years of experience. I do not 
believe that a car materially better 
will ever be built. In any event, 
this car marks my limit. So I’ve 
called it my farewell car.” 


e Of course, there was a lot of 
‘campaign oratory” in this copy, 
but undoubtedly Mr. Olds did be- 
lieve that it was as close to per- 
fection as anyone could expect. 
And for that period, 37 years ago, 
it was undoubtedly a very good 
ear. Mr. Breech recalled the ad, 
however, for the purpose of show- 
ing both that the prices which were 
current then will never be re- 
peated, largely because of high 
taxes, which affect every item o! 
material and labor going into an) 
manufactured product, and that 
today’s cars are a lot better than 
those which sold at lower price 
levels nearly four decades ago. 

The average consumer hopes 
rather than expects that prices wil! 
be lower on capital items of this 
kind. On many other items, prices 
are actually lower than they were 
in 1912, due to mass production 
and better methods of distribution 
But the main thing that consumers 
want is value, and that can be 
demonstrated only by explaining 
improvements as they come along, 
and selling the added conveniences 
and advantages which new prod- 
ucts in every field offer to users 
today. 


@ High prices in general are here 
to stay, and manufacturers and 
merchandisers will continue to use 
industrial research as a means 
of making their products attrac- 
tive to buyers in spite of these 
higher prices. Sales and advertis- 
ing people on whom industry re- 
ties to move these goods at highe! 
orice levels have a lot to promote 
wd on their success in making 
them seem attractive and desirall« 
at today’s price levels rests the 
hope of maintaining volume mar- 
kets on which high employme:t, 
wages and profits depend. 

Mr. Olds couldn’t foresee all of 
the improvements which automo- 
tive designers would incorporate 
in. cars and trucks over the yea’s 
but he undoubtedly realized tha! 
if they were to be sold in con- 
tinually increasing volume, 1 
value would have to be there, a 
likewise it would have to be svc 
and advertised vigorously to 1h¢ 
consuming public, just as it was 
1912. 


Meter-Ad Corp. to Ellis 

Meter-Ad Corp. of Amer: 
Rochester, N. Y., manufacturer 0! 
patented advertising signs ‘0! 
municipal parking meters, has : 
pointed Ellis Advertising Co., B '!- 
falo, to direct its advertising. Tr: ce 
publications and direct mail \ 
be used. 


Jewish Agency Names Agen:y 
The Jewish Agency for Pal 's- 
tine, established to aid the ste 
of Israel, has appointed Prudent 2! 
Advertising Agency, New Yo'§, 
to handle its account. Radio a \ 
newspapers will be used. 
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Agency's Anomaly 
Copy Results in 
Another Anomaly 


PHILADELPHIA—A 62-line ad, 
which Gray & Rogers inserted in 
the Philadelphia Bulletin and In- 
yuirer and the New York Times in 
June, is giving many an adman a 
‘huckle these days as it makes 
he rounds of agency and adver- 
iser offices. F 

Headed “Anomaly,” the ad at- 
tacks the kind of business thinking 
that cuts advertising when the go- 
ing gets tough. 

The copy was written in the fall 
of 1948, just after a Gray & Rogers 


ANOMALY 


“The wind’s falling off. 
Break out more sail,”’ said 
the skipper....““This is a 
steep up-grade. Give her 
the gas,” said the driver. 
..«‘Head wind is picking 
up. Open the throttle,” 
said the pilot....“Current’s 
getting stronger. Better 
shake my tail,” said the 
salmon....“‘Sales are fall- 
ing off. Curtail the adver- 
tising,”’ said the president. 


client had curtailed his 1949 budget 
“because of the business outlook.” 
Jerome B. Gray of the agency 
pigeon-holed the copy at that 
time, however, “because I thought 
that its publication might seem 
like a frontal attack against a 
single client.” 

Mr. Gray says the little ad has 
developed “immediate and wide- 
spread reactions.” But there’s a 
catch: 

“The irony was that publishers 
and other agencies constituted the 
entire bulk of our response. Not 
one advertiser peeped! The copy 
was regarded as heresy, per- 
haps...or the advertisers, made 
speechless by shame, were too 
busily engaged in promoting an- 
other depression.” 


Freedoms Foundation 
to Give $84,000 in Awards 


Freedoms Foundation, New York, 
has announced it will give $84,000 
in awards instead of the $62,500 
announced June 2 (AA, June 6). 
Harold E. Stassen, president of the 
University of Pennsylvania, will 
be chairman of the awards jury. 
Don Belding, chairman of the 
executive committee, Foote, Cone 
& Belding, is president of the 
foundation’s executive committee. 

The group also announced the 
iames of 25 directors (the full 
ard will have a membership of 

), including E. M. Dealy, pub- 
isher of the Dallas Morning News; 
‘obert Johnson, president of Tem- 
)e University (and former Time, 
»., executive), and Kenneth 
ers, president of Griswold-Esh- 
le nan Co. The foundation has es- 
tea .lished permanent headquarters 
al Valley Forge, Pa. 


SO ae hos 


Borden Names Board 


Fred J. Board, formerly with 
S andard Brands as assistant pro- 
d ct manager of Chase & Sanborn 
cffee and Tender Leaf tea, has 
ben named product advertising 
nN anager of Starlac, a dry skim 
nr lk product of the grocery pro- 
: cts division of Borden Co., New 

rk, 


E vril Appoints Ronalds 

30vril (Canada) Ltd., food spe- 
© list, has retained Ronalds Ad- 
Vv rtising Agency, Montreal, to 
ndle its advertising. 


= 


Florence Stove Names Slaby 


Florence Stove Co., Gardner, 
Mass., has named Charles O. Slaby 
sales manager of the heater divi- 
sion. He was formerly with Na- 
tional Enameling & Stamping Co., 
Milwaukee, as sales manager :of 
the stove and heater division. 


Bolen Joins Benton & Bowles 


Murray Bolen, formerly a tele- 
vision producer at Columbia 
Broadcasting System, has joined 
the radio production staff of the 
Hollywood office of Benton & 
Bowles. 


Hayden Joins ‘Esquire’ 


Esquire, New York, has added 
Harry Hayden to the executive ad- 
vertising staff. Mr. Hayden has 
been president of his own adver- 
tising agency, Harry Hayden Co., 
which is being dissolved. 


Rosenthal Quits Ekco Post 


Walter M. Rosenthal has re- 
signed as central division sales 
manager of Ekco Products Co., 
Chicago. 


To Media Representatives 


Media Representatives, Inc., New 
York, has been appointed United 
States representative of the Philip- 
pines Broadcasting Corp., owner 
and operator of Stations DZPI, 
Manila; DZAB, Manila, and DYBU, 
Cebu City. 


Ballsieper Opens Agency 


Allen O. Ballsieper, formerly 
assistant to the advertising man- 
ager of Harley-Davidson Motor 
Co., has opened his own adver- 
tising agency at 4206 N. 14th St., 
Milwaukee 9. 


To Mac Wilkins, Cole 


Boyd’s Coffee, Portland, Ore., 
has named the Portland office of 
Mac Wilkins, Cole & Weber to 
direct a newspaper and outdoor 
advertising campaign in the Pa- 
cific Northwest. 


Press Group Adds ‘Citizen’ 


The Daily Citizen, Holdredge, 
Neb., has been elected to mem- 
bership in the Inland Daily Press 
Association. 


39 


CLINCH SALES 
with AUTOMATIC 


FILM SLIDES 


307. x 2” color slides are magnified 
upon the large ADmatic cabinet screen. 


ADMATIC automatically exhibits every six sec- 
onds sharp, clear pictures or copy messages even 
under bright over-head lights. Fool-proof, long 
life, sensibly priced. A “Natural” for point-of-sale 
promotion. Synchronized sound attachment at 
nominal added cost. 


7 ADMATIC PROJECTOR COMPANY 


111 West Jackson Blvd., Chicago 4, Il. 
ADMATIC OF CANADA, 69 York $1., Toronto 


Write for complete 
details and price. 


AN 


On some people, the travel business can’t make a cent—but 


most of us find time to get out and see the world. Yet 


millions of travel and vacation fans who rate the top of the 


prospect list for some resorts might just as well be chained 


to the old rockin’ chair as far as other resorts are concerned. 


For example: From only 10 of the 48 states come 86% of all 


the U.S. citizens who motor to Canada. Only six of the 48 send 


Cuba nearly two-thirds of hers. And 66% of the tourists 


who drive to fabulous California come from a mere 10 states, 


all but one west of the Mississippi. 


Nothing strange about it really. Travel is like every 


other business: its best markets are created by favoring 


conditions, whether distance, time or people’s tastes, whims 


or pocketbooks. Chances are your product’s markets vary 


just as strikingly. 


But in any market or markets you pick, the daily newspaper gets 


your story to all your prospects. And it enables you to tailor 


your promotion to potential—gives you full advantage of the 


all-important and timely fact that 


All Business Is Local 
BS Y A 2 * American Newspaper Publishers Association, is in business to help you 


make your advertising more productive. Call or write us at 370 Lexington Ave., New York 17; 360 North Michigan Ave., Chicago ‘ 


WANDS 


or 240 Montgomery St., San Francisco 4. Or ask for your copy of the newly revised booklet, “Services Available to Advertisers.” 


Sponsored by The Denver Post in the interest of more effective advertising. 
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Ad Council Ends 
Education Campaign; 
Maps 1950 Drive 


New Yorx—Completing this 
year’s economic system campaign 
for increased education, the Ad- 
vertising Council has forwarded a 
special four-page folder contain- 
ing three concluding ads to con- 
sumer and business magazine pub- 
lishers, agencies and national ad- 
vertisers. Plans for 1950 now are 
being formed by the council. 

Five hundred separate advertise- 
ments have run in magazines, bus- 
iness papers and Sunday supple- 


ments, according to the council. 


DESIGNERS & PRODUCERS 
OF PERMANENT DISPLAYS 


= Sn » hr | Company 


11 EAST WALTON PLACE 
CHICAGO 11 


Radio, outdoor advertising, com- 
pany publications, college news- 
papers, and daily and weekly 
newspapers have contributed in 
carrying the council’s message. 

Simultaneously, the National As- 
sociation of Magazine Publishers 
reported coverage given the coun- 
cil’s U. S. savings bond campaign. 
When magazine publishers opened 
a savings bond campaign in 1946, 
502 consumer and business pub- 
lications with a circulation of 60,- 
000,000 participated. According to 
the magazine publishers’ report, 
945 magazines now carry savings 
bond messages. Total circulation 
of participating publications in 
1948 reached 137,000,000. 


Schmidt Names Laning 


George M. Laning, formerly 
manager of the Chicago office of 
Michigan Lithographing Co., has 
been appointed manager of the 
Chicago office of E. F. Schmidt 
Co., Milwaukee, lithographer. He 
will be assisted by his son, Jack 
Laning. 


Hof Spots 


e Large Market — Metropolitan county population exceeds 
231,000.* Nearly 60% live on the Illinois side, where the 


Argus-Dispatch newspapers 
daily paper. 
e High Income — Family 


$5,650 per year. Retail sales surpassed $252 million last 
. over half sold on the Illinois side where the Argus- 
Dispatch newspapers dominate. 


year .. 


e Industrial Activity — The farm machinery manufactur- 
ing center of the world. More than 200 diversified industrial 


plants. 


e Influential Newspapers — Argus-Dispatch newspapers 
thoroughly blanket the Illinois side, where nearly 60% of 
the Quad-City population live . . 


minded newspapers that 
build sales through service. 


9-Cr». 
& Se 


MOLINE DISPATCH and 
ROCK ISLAND ARGUS | 


. the newspapers covering the Illinois side of the Quad-Cities 


*All market figures are from Sales 


For = 


are read 8 to 1 over any other 


effective buying income tops 


. active, promotionally- 
believe in helping advertisers 


Mét., May, 1949 


National Rep., The Allen Klapp Co. 
New York Chicago _—_ Detroit 


Market for Dailies 
Can be Expanded, 
Davenport Insists 


DusuquE, Ia.—The market for 
daily newspapers in America can 
be further developed and main- 
tained, John S. Davenport, journa- 
lism instructor at the University 
of Iowa and circulation director 
of the Daily Iowan, concludes in 
his newly-published book, “News- 
paper Circulation—Backbone of 
the Industry.” 

Newspaper circulation growth, 
he points out, depends upon the 
basic factors of population, eco- 
nomic conditions, seasonal varia- 
tions and “big news,” all of which 
are uncontrollable. In the per- 
spective of the individual news- 
paper, he continues, “growth de- 
pends upon the paper’s ability to 
satisfy the consumer in utility, 
upon the effectiveness of selling 
effort, and upon the efficiency of 
service.” 

“So what?” he asks. “This is the 
‘so what’ of this book—a good 
product, ‘good’ according to the 
consumer’s specifications; effec- 
tive sales, ‘effective’ in terms of 
emphasizing the benefits (the 
utility) of the paper to the con- 
sumer; and satisfactory service, 
‘satisfactory’ according to the 
standards set by the consumer, are 
the mighty influences of news- 
papers upon their own destiny. 


a “With full realization of the 
existence of these and the other 
circulation influences, with full 
understanding of the importance 
of all influences, and with full 
utilization of the controls that can 
be exercised over some of them, 
the market for daily newspapers 
in America can be further devel- 
oped and maintained. The accept- 
ance and support reflected in this 
circulation will provide an even 
stronger backbone that will hold 
the daily newspaper more erect 
as a quasi-public and social in- 
stitution while maintaining it as 
a sound business enterprise.” 

The 132-page book, published by 
Wm. C. Brown Co., Dubuque, con- 
tains much of the material 
gathered by the author for his 
master’s thesis at Indiana Univer- 
sity and published in less exten- 
sive form by the International Cir- 
culation Managers’ Association 
(AA, Feb. 14). Mr. Davenport was 
ICMA’s research scholar at the 


. 


some rumbas, some marches, 


proper. 


ToleradioWMaws Corer 


A sponsor with an eye and ear open to the unusual is 
Pepsi-Cola’s Walter Mack. One of the first of the jingle- 
using accounts, Pepsi is now placing a series of two-minute 
50-second recordings which are not jingles but full-fledged, 
specially written songs with lilting music and lyrics which, 
while they “sell” the product plenty hard, sometimes are 
silent, giving the music free play. 


It is interesting to report that this, “innovation” in musical 
selling represents a specialty of a small town advertising 
agency, George R. Nelson, Inc., of Schenectady, N.Y., which 
had done the same thing for some other national advertisers. 


The trick, like many a trick that pays off, is basically sim- 
ple. The Landt Trio, with 15 years of daily radio, a good deal 
of the time with material of their own creation, is combined 
with Johnny Cole’s orchestra, and the discs are obviously 
given loving attention in performance by recording engineers 
who know, but know, their business. 


The special tunes are of various kinds. Some are tangoes, 


All are socky. Unless we’re a bad guesser, these are going 
to be much easier for many listeners to take than jingles 


aa 


some cowboy ballad in type. 


+ — 


University of Illinois in 1946. 
There were no “strings” at- 
tached to that fellowship, he says, 
and “my disposition to be favor- 
able towards a greater emphasis 
on the distribution function of the 
newspaper industry is not the re- 
sult of any ‘set-up,’ ‘pressure 
group’ or ‘propaganda coup.’” 


McBee Promotes Niendorff 


A. F. Niendorff, in charge of 
the industrial department, has 
been appointed assistant general 
sales manager of McBee Co., 
Athens, O., manufacturer of spe- 
cial accounting equipment and 


methods. He will make his head-' 


quarters in the New York office. 
Mr. Niendorff will be assisted by 
R. L. Rankin, who has been named 
to specialize in industrial depart- 
ment problems in the eastern 
division, and G. C. Strege, who 
will take over similar duties in 
the midwestern division. 


Rockwell Appoints Three 


Edward Hurlburt, formerly ad- 
vertising manager of Ritter Co., 
Rochester, N. Y., has been ap- 
pointed manager of consumer ad- 
vertising and Walter E. Schutz 
has been named manager of in- 
dustrial advertising of the power 
tool division of Rockwell Mfg. Co., 
making their headquarters in Mil- 
waukee. Mr. Schutz was formerly 
advertising manager of Delta Mfg. 


division of Rockwell. Fran Hopp 
has been appointed assistant man- 
ager of industrial advertising. 


Scotchlite in Men’‘s Clothes 


Scotchlite, a safety reflective 
fabric manufactured by Canadian 
Durex Abrasives, will be available 
in Canada this fall in men’s outer- 
wear and sportswear garments. 
Used as a normal detail trim, it 
will be used on garments distrib- 
uted to clothing dealers by Joseph 
Gould & Sons, Toronto, the sole 
Canadian licensee. Russell T. Kel- 
ley Ltd., Toronto, is the agency 
handling the campaign for the 
latter company. A_ schedule of 
newspaper and magazine ads is 
planned. 


Allows Agency Commission 

Effective with the 1950 edition, 
American School and University, 
New York, will allow an agency 
commission of 15%, plus 2% cash 
discount. The publication in- 
creased its advertising rates, effec- 
tive Aug. 1. The rate for a single 
page was raised from $350 to 
$375. 


Nico-Stop Names Ad Fried 

Ad Fried Advertising Agency, 
Oakland, Cal., has been appointed 
to handle the advertising of Nico- 
Stop Sales Co., St. Helena, Cal., 
maker of a new product for alle- 
viation of the tobacco habit. Mag- 
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Advertising Age, August 15, 1949 
Publishers See 


30 to 100% Rise 
in Mail Costs 


(Continued from Page 1) 
large national publications is 60 
io 75% or even higher. 


w In New York, magazine pub- 
lishers computed the probable in- 
crease in their postal rates under 
the proposed bill, and wound up 
with estimates ranging upward 
from 60%. 

Arch Crawford, president of the 
National Association of Magazine 
Publishers, told AA that these 
were sample increases: 

Two consumer magazines, serv- 
ing specialized fields, estimated 
their increase at 60.7%. A home 
service magazine computed its in- 
crease at 89%. A business paper 
publisher estimated that on is- 
sues with advertising content rang- 
ing from 50 to 75%, his postal 
increase would be 83%; on the few 
issues a year in which advertising 
content passes the 75% mark, his 
increase would be 123%. 

Another large business paper 
computed its postal increase under 
the schedule at 83.1%. Two of the 
largest consumer magazines had 
not completed their projections, 
but told NAMP the _ increases 
would be well over 80%. 


as The magazine publishers may 
have no further opportunity to 
present their side of the story to 
Congress except in individual rep- 
resentations to congressmen. Mr. 
Crawford received a telegram from 
Sen. Humphrey, sent Aug. 9, no- 
tifying him that the Senate sub- 
committee had reported §S.1103 
with amendments to the full com- 
mittee, with full committee action 
scheduled for Thursday, Aug. 11. 

NAMP has provided member 
publishers with a formula for 
computing their increases, and 
urged its members to contact the 
committee and their individual 
representatives. 

One point raised is the disparity 
between the announced Post Of- 
fice goal of an additional $15,000,- 
000 from second class, and the 
likely additional revenue under 
the proposed bill—which publish- 
ers estimate in excess of $20,000,- 
000 and possibly as much as $30,- 
000,000. 

It seemed likely that the pub- 
lishers will attack the proposed bill 
as a punitive tax on advertising, 
pointing out that the postal rate 
increases based on advertising vol- 
ume are tantamount to a tax. 


® The Senate bill increases the 
rate on reading matter from 1%¢ 
to 2¢ a pound. It boosts the rate 
on advertising as follows: 


Present Senate 
Zone Rate Proposal 
! ie oF 
4 3 a 
5 4 5! 
. 5 6/2 
] 5 8 
8 7 10 


A 25% surtax on the advertising 
* te is provided for publications 
ver 50% advertising, and a 50% 

rtax for those over 75% adver- 
1 ing. 

Publishers of controlled circula- 

n business publications are 

Ibably the only mail users 
a xious for favorable action on 
' 2 rate increase bill. 

As drafted by the subcommittee, 
| authorizes a rate of “second 
¢ ass plus 50%” for qualified bus- 
| ess publications using controlled 
¢ reulation distribution systems. If 
é proved, it would enable many 
| iblishers to pay 3¢ a pound on 
| xt plus a zone rate on advertis- 
| g, instead of the flat 10¢ a pound 
' ow in force. 


- nore, 


a > 


* A House subcommittee under 


Rep. George Miller (D., Cal.) was 
reported to be working on second 
class proposals closely resembling 
the plan before the Senate com- 
mittee, but zone rates on adver- 
tising are increased slightly less 
in the House bill. 

The House bill, as now written, 
provides a 2¢ rate on advertising 
in the first two zones, and a l¢ 
increase in each of the other seven 
zones. 

The Senate bill provides a 1%¢ 
per piece rate on bulk third class, 
compared with 1¢ currently paid, 
and 2¢ asked by the Postmaster 
General. 

It carries a sharp increase in 
the zone rates on catalogs, start- 
ing at 8¢ for the first pound plus 
three-fourths of a cent for addi- 
tional pounds for local delivery, 
and working up to 18¢ first pound, 
7¢ additional pounds in the eighth 
zone. 

The bill suggests 20¢ special de- 
livery, and increases in the rates 
for parcel post, insured, c.o.d. and 
registered. 


R. A. PINES 

New YorK—Robert A Pines, 
52, editor and publisher of See 
Magazine, died at his home here 
Aug. 8. 

Mr. Pines broke into publishing 
as editor and publisher of College 
Humor and assumed the same po- 
sition with See in 1941. He had 
practiced law in New York from 
1921 to 1935. During World War 
II, he worked with the armed 
forces on several editorial proj- 
ects. 

Mr. Pines was a director of Bet- 
ter Publications, Inc., and Stand- 
ard Magazines, Inc. 


DONALD E. CURRAN 


New YorK—Donald E. Curran, 
54, advertising executive and 
sculptor, died at the Medical Arts 
Center Hospital Aug. 8. 

A native of Massachusetts, he 
served with Conde Nast and Hearst 
publications in various advertis- 
ing and executive assignments. In 
1929 he was publisher of Harper’s 
Bazaar. Later he was associated 
with the Duane Jones Co. and 
Blackett-Sample-Hummert. 


EDWARD M. MILLSAP 


ATLANTA—Edward M. Millsap, 
36, account executive with Robert 
H. Scott, Advertising, died Aug. 9 
at his home here. He served four 
years with the Army during World 
War II and was associated with 
the Coca-Cola Co. advertising de- 
partment until he joined the Scott 
agency last April. 


ROBERT NOLTE 
CINCINNATI—Robert Nolte, 27, 
office manager of S. C. Baer Co., 
Cincinnati agency, died Aug. 2, a 
victim of the polio epidemic here. 


OSCAR W. McKENNEE 

New YorK—Oscar Wilder Mc- 
Kennee, 57, advertising and pro- 
motion counsel and a specialist in 
real estate advertising, died here 
Aug. 10. 


EZRA W. CLARK 


BATTLE CREEK, MicH.—Ezra W. 
Clark, 69, retired vice-president 
and advertising director of Clark 
Tructractor Co., and former news- 
paper man, died here Aug. 10. A 
pioneer in industrial advertising, 
Mr. Clark was active in National 
Industrial Advertising Association 
circles and was noted for intro- 
ducing “gallery art” into industrial 


copy. 


Parents’ Drops 5 Comics 


Parents’ Institute, New York, is 
discontinuing the newsstand sale 
of five comics: Calling All Kids, 
True Comics, Tex Granger, Spe- 
cial Agent and Jack Armstrong. 
Replacing them will be a composite 
bi-monthly issue, available to sub- 
scribers, which will contain fea-. 
tures from each. 


—— . in 
“Nathing cam te dome” hus never been the American Way! 


MR. PRESIDENT 


You hove made the statement that nothing con be 
done to repeal the wor excise soles tax during this session 
of Congress. We must respectivily duagree! 
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ASK AXE ON TAX—Biow Co., for 24 

trade groups, placed this page ad ask- 

ing repeal of excise sales taxes in the 

New York Times and Washington Post 
last Tuesday. 


NBC Promises Aid to 
Movie Theater Chain 


in TV Programming 


New YorkK—S. H. Fabian, pres- 
ident of Fabian Theaters, who 
will begin testing large screen 
video in the Fox Theater in 
Brooklyn as soon as the equip- 
ment is ready, has assurance of the 
National Broadcasting Co.’s as- 
sistance in programming. 

In answer to Mr. Fabian’s query 
about the possibility of obtaining 
NBC shows for theater use, Charles 
R. Denny, executive vice-pres- 
ident of the network, wrote: 

“With respect to the clearance 
of theater rights in many of our 
regular television programs, we 
will encounter some extremely 
complicated problems. In a great 
number of instances special clear- 
ances for theater use would have 
to be obtained and in many cases 
it may be impossible or impracti- 
cable for us to obtain them. 

“Nevertheless, we will do what 
we reasonably can to obtain, or 
assist you in obtaining, appropriate 
rights in order that such of our 
programs as you may request us 
to clear for use may be made avail- 
able on a reasonable basis. 

“We have given further thought 
to the suggestions you made con- 
cerning the creation of specially- 
built television programs for use 
in your theaters. We cannot pro- 
ceed further in this respect until 
we know specifically what kind of 
programs you need and the time 
at which you would propose to use 
them.” 

The Fabian chain, which in- 
cludes more than 50 motion picture 
theaters in four states, is most 
interested in sports and special 
events. Fox Theater’s large screen 
TV is exvected to be in use within 
six months. 


‘Signs of Times’ Gets 
Souder; In New Quarters 

Signs of the Times, Display 
World and Peerless Printing Co., 
associated corporations, have oc- 
cupied new quarters on the top 
floor of the Signs-Display build- 
ing, Eighth and Broadway, Cin- 
cinnati. Before purchasing the 
building, the three companies 
were located at 1209 Sycamore St. 

David M. Souder, for many 
years on the staff of Outdoor Ad- 
vertising Association of America, 
has been named editor of Signs 
of the Times. 


WNBOQ Signs Duffy-Mott 


Duffy-Mott Co., through Young 
& Rubicam, has signed with 
WNBQ, Chicago, to sponsor a Mon- 
day through Friday five-minute 
live television show, “‘Reserved for 
Garroway,” featuring Dave Gar- 
roway. The show, starting Sept. 19, 
will be telecast from 10:30-10:35 
p.m., CDT, and will be aired for 
39 weeks. Mott’s apple juice will | 
be promoted on the show. 


Coupon Ads Draw 
Flood of Future 
Bonwit Customers 


(Continued from Page 1) 
cal coupons. Fotr coupons com- 
prised the smaller ads. 

Company officials, treading 
lightly but determinedly in invad- 
ing the big Chicago market, would 
not disclose the number of cou- 
pons filled out and mailed to the 
new $2,000,000 Michigan Ave. 
store, nor the number of women 
who telephoned to open new ac- 
counts. But the coupons, in the 
thousands, kept half a dozen girls 
busy typing out cards. 


ws The couponed ads were insti- 
gated by a merchandise-minded 
executive who knows pretty well 
by now how many charge accounts 
a store needs to keep operating in 
a financially healthy condition. He 
is Walter Hoving, president of the 
Hoving Corp., New York, which 
owns and operates not only the 
Bonwit Teller stores in Manhattan, 
White Plains, N. Y., Boston and 
Palm Beach, but the John David 
chain of men’s stores in New 
York and Brooklyn, and the An- 
son-Jones Co., which operates 
three popular-price dress shops 
in New York. 

Bonwit launched its Boston store 
two years ago next month, and 
proved that it pays to offer the 
customer the conveniences of a 
charge account, automatically, 
when she makes her first purchase 
in the shop. The retailing tech- 
nique lost the store only $64 on 
a single account during the first 
two months it was tested. 


a Last year, Bonwit’s of Boston 
ran a series of single-coupon ads 
in dailies there and drew an ex- 
cellent response. But with the 
store already serving the area, it 
wasn’t the kind of “shocker” 
Bonwit Teller employed here last 
week. The page ad, incidentally, 
confused a few women, who de- 
cided the 12 coupons called for a 
number of reliable references. 
Bonwit intended one coupon to do 
for a single customer, and asked 
only that the respondent list any 
store where she now has an ac- 
count. 

Roy M. Rudolph, president of 
Bonwit Teller, Inc., announced 
here last week that Kathryn B. 
Pettingill, former 
Marshall Field & 
Co. executive and 
one of the lead- 
ers in Chicago’s 
retail field since 
1932, will be 
manager of the 
new Chicago 
store. Frederick 
Gould, an execu- 
tive with Bon- 
wit’s since 1937, 
will serve as op- 
erating store manager. 

The $2,000,000 building, oppo- 
site Chicago’s historic water tower 
at 830 N. Michigan Ave., boasts a 
modern-style limestone exterior, 
similar to the Boston store. The 
interior, however, is being fur- 
nished in antiques. Up-to-date 
lighting, air conditioning and all 
modern conveniences are provided 
in the structure, which houses a 
salon offering the best in high- 
style fashions for milady, a fur 
salon, debutante shop, and shoes, 
millinery and other accessories. 


Kathryn Pettingill 


ws The North Michigan Ave. Asso- 
ciation, obviously delighted with 
another top-ranking retailer in its 
ranks, will entertain Mr. Hoving 
as guest of honor at a Drake Hotel 
luncheon Aug. 17. A brief corner- 
stone ceremony will be held Aug. 
24, when the store will open of- 
ficially. 
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Bonwit’s will run a store-open- 
ing announcement ad, a full page, 
in the Aug. 21 Tribune and will 
repeat the copy Aug. 24. Then it 
will use no further advertising 
until it breaks its first “straight” 
merchandise ad with a Tribune 
page on Labor Day. 

That fashion copy, on which 
Bonwit’s isn’t tipping its hand to 
other Chicago specialty shops, will 
precede release of similar adver- 
tising in the New York market. The 
company handles its own advertis- 
ing, entirely through the New York 
store, which buys the newspaper 
space, sends out plates, etc. All 
Chicago ads will be similar to the 
New York offerings, Mr. Rudolph 
said. 


a The company, which will open 
a Cleveland store next year, em- 
ploys an unusual operating setup. 
While Philip Hoff serves as the 
general operating manager for 
Bonwit’s, each store has its own 
manager and operating store man- 
ager. Olga Fab, vice-president in 
New York, is in charge of all 
fashion merchandising and promo- 
tion for the separate stores. Mrs. 
Katherine Myer has been named 
executive secretary of the new 
Chicago unit. 

Mr. Hoving, a former Montgom- 
ery, Ward & Co. vice-president in 
charge of sales and ex-president 
of Lord & Taylor, set up the multi- 
unit retailing firm in 1946, when 
Hoving Corp. purchased all but 
a small part of Bonwit’s stock. 
The John David and Anson-Jones 
stores were added later to the 
growing merchandising chain. 


Libby Will Employ 
Contest, Coupons 
in Baby Food Drive 


Cuicaco—Libby, McNeill & Libby 
in September will launch its 
largest baby food drive to date, 
featuring a contest with $7,000 in 
prizes for the best names for the 
baby on the Libby label. 

The promotion, built around 
Libby baby foods’ 15th anniver- 
sary, will employ  large-space 
newspaper copy in major markets, 
with a coupon worth 15¢ on the 
purchase of any six baby food 
items as an added incentive for 
entering tke contest (entries must 
be accompanied by three labels). 

Although neither Libby nor its 
agency would name any magazines 
that will feature the contest, it is 
understood that a number are on 
the schedule. Last year, the com- 
pany used The American Weekly, 
Family Circle and Woman’s Day. 

In addition, the company’s radio 
show, “My True Story” (Monday, 
Wednesday and Friday at 10 a.m., 
ABC), will carry commercials, and 
gift certificates and contest entry 
blanks will be sent to new mothers. 

J. Walter Thompson Co. is the 
agency. 


Canadian Appeal for More 
Spot Time Is Turned Down 

Canadian Broadcasting Corp. has 
rejected an appeal by the Canadian 
Association of Broadcasters for 
permission to air spot announce- 
ments between 7:30 and 11 p.m. 
CBS reasoned that the prohibition 
should be continued to provide 
“some check against saturation of 
good listening time with com- 
mercial announcements.” 

CBS also rejected requests for 
permission to insert spots at in- 
tervals in network shows, and for 
a ruling to permit station owners 
to submit food and drug copy to 
the National Health Department 
only. At present, all such copy 
must clear both CBC and the 
health officials. 


Duffy Rejoins McCann 

William R. Duffy has rejoined 
McCann-Erickson, New York, as 
a television art director. For more 
than two years he has been a free- 
lance art director in television. Be- 
fore that he was a staff artist with 
the agency for five years. 
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Polio Policies 
Sell Themselves, 


Company Learns 


$10 Family ‘Package’ 
a Natural; Continental 
Uses Only Single Ad 


Cuicaco—Polio outbreaks ap- 
peared to be waning in some hard- 
hit areas last week, but agents and 
brokers for Continental Casualty 
Co. were still busy taking applica- 
tions for new family-packaged 
polio insurance policies. 

Neither the agents nor company 
headquarters here have been able 
to keep up with the pace since 
shortly after Continental an- 
nounced its new individual and 
family policies late in June. Dur- 
ing July alone, said R. S. Wal- 


strom, advertising and sales pro- 
motion manager, 100,000 policies 
were sold, 90% of them the $10 
two-year coverage of entire fami- 
lies, with payments up to $5,000 
for each case. Individual policies 
cost $5 for the same two-year pro- 
tection. 

Continental’s only advertising 
of the polio insurance was a full 
page in the July ,17 Chicago Trib- 
une, headlined “You don’t need 
charity” and warning that the cost 
of effective treatment can be “a 
crushing financial burden to the 
average family.” The money, it 
added, can be provided without 
charity, any proposed form of so- 
cialized medicine, or “the endless 
red-tape of bureaucratic compul- 
sory insurance.” 


ws Through this new insurance, 
Continental declared, “and other 
broad, low-cost sickness-accident- 
hospital expense policies, private 
enterprise serves every personal, 
family or business need for income 
protection and the finest medical 


TRADITIONS OF 


+ 


ENGRAVING 


Wilhiam Blak 


Inspired ae 


(1757-1827) ~ 


nN 


Mystic, poet and artist, William Blake concentrated all of his 
varied genius into a truly inspired whole. His most important 


works were those volumes of mystical pocms illustrated and 


printed by himself from hi 


perfection of his line was 


s own etched plates. The clarity and 
little short of phenomenal and the 


intensity of his thought was concisely and economically expressed. 


The detail is from one of his steel engraved illustrations to 


Young's “‘Nught Thought 
of Chicago. Though litt 
Blake is today recognized 


s’’ from a set in the Art Institute 
le understood during his lifetime, 
as one of England's greatest figures 


in poctry and art. His graphic expression reached its highest 


peak in the personal inspiration of his etched compositions. 


Inspiration is an important ingredient in the making of 


photoengravings. Jahn and Ollier, with almost 50 years 


of experience in plate making for letterpress printing, 


know that the inspiring standard of fine craftsmanship is 


the part of photoengraving which no mechanical process 


can supplant. We are proud of the extra personal effort 


which goes into the making of each of the printing plates 


you order from us. 


JAHN & OL 


ENGRAVING COMPANY 


817 West Washington 


Makers of fine photoengrav 


LIER 


Blvd. * Chicago 7, Illinois 


ings for letterpress printing 


care available. In insurance, as in 
any other endeavor, private enter- 
prise can do the job better than bu- 
reaucracy.” 

The company’s more aggressive 


agents ran their own newspaper/ 


announcement ads locally and 
launched a direct mail barrage at 
prospects. But the policy was a 
natural in many areas where epi- 
demics or near epidemics broke 
out last month, and agents have 
been writing a terrific volume of 
business in New York City, 
Springfield, Ill., and other com- 
munities in Texas and California. 

Although more than a score of 
other insurance companies offer 
some form of policy covering 
polio expenses, Continental be- 
lieves it is the first to have brought 
out the packaged family policy. It 
was devised last winter by J. Mil- 
burn Smith, vice-president in 
charge of accident and health op- 
erations. 


sw Continental, self-designated 
“America’s No. 1 accident and 
sickness insurance company,” un- 
derwrites policies through 15,000 
licensed agents and brokers in the 
U. S. and Canada. Since 1928, it 
has maintained a schedule of ad- 
vertisements in Chicago dailies. It 
uses trade publications regularly 
and business magazines for spe- 
cial announcement copy, and pro- 
vides agents with a wide variety 
of material, including suggested 
ad copy, spot announcements, di- 
rect mail and complete packaged 
sales plans. All material is sup- 
plied at cost to agents, who un- 
derwrite the expense of their own 
advertising. George H. Hartman 
Co. is the company’s agency. 

Continental officials take the 
view that polio insurance should 
help lighten the load of the Na- 
tional Foundation for Infantile 
Paralysis, which admittedly does 
a fine job of helping victims and 
their families with its March of 
Dimes funds. 


s For its part, the foundation isn’t 
passing judgment on such pri- 
vate policies. Foundation officials 
here said that “it isn’t our busi- 
ness to tell people what kind of 
insurance they should carry.” They 
stressed the fact that while 
wealthy families are expected to 
foot part or all of the polio bills, 
no family is asked to lower its 
standard of living; the publicly- 
contributed money is used will- 
ingly to aid it. 

Polio policies, however, drew the 
fire of an Ohio county chapter 
treasurer for the foundation, For- 
est Mellon, who recently stated 
that polio victims “don’t need in- 
surance” and that the “pride 
angle” of some advertisements 
suggests unfairly that they are tak- 
ing charity. 


Landenberger Plans Drive 


J. W. Landenberger & Co., Phil- 
adelphia, manufacturer of chil- 
dren’s hose and footlets for women, 
will launch a campaign next month 
promoting knit footlets for use the 
year round as well as for summer 
months. Ads will appear in Life 
in September and in Hosiery & 
Underwear Review and Hosiery 
Industry Weekly. Lewis & Gil- 
man, Philadelphia, is the agency. 


Stirton Adds Duties 


James L. Stirton, general man- 
ager of American Broadcasting 
Co.’s central division, has been ap- 
pointed sales manager of the di- 
vision, replacing Gilbert I. Berry, 
who has become sales manager of 
the new midwestern division of 
DuMont Television Network. Mir. 
Stirton will continue as ABC cen- 
tral division general manager, in 
addition to his new duties. 


Hopkins Names Ramsdell 
Hopkins & Hopkins Pharmaceu- 
tical Co., Philadelphia, has named 
Lee Ramsdell & Co., Philadelphia, 
to direct its advertising. Veterinary 


journals, farm journals and direct}. 


mail will be used. 


, 4 ry es: ge 
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There’s no change in the agency 
setup for Admiral Corp., although 
Kudner Agency’s New York office 
sent out a brief release last week 
announcing that, besides having 
complete charge of all video pro- 
grams, it had been named to han- 
dle all Admiral radio shows and 
public relations. 

Through Kudner, Admiral is 
sponsoring the video version of 
“Stop the Music” via ABC. It isn’t 
using radio right now, but has con- 
sidered expanding its use of tele- 
vision this fall. Cruttenden & Eger, 
Chicago, continues to handle space 
advertising of Admiral’s video and 
radio sets; Tatham-Laird handles 
its ranges and refrigerators, and 
Irwin Vladimir & Co. of Illinois 
handles export advertising. Ad- 
miral keeps its own Chicago press 
bureau busy sending out product 
news, etc.; and Kudner will tie in 
with policy announcements, pub- 
licity, etc. 

e e« @ 

A. C. Nielsen Co., Chicago, this 
fall expects to cut the time lag on 
the release of its network radio 
ratings from five to three—and 
eventually to two—weeks, thanks 
to the new mailable Audimeter. 

Nielsen’s first television ratings, 
covering viewing in the New York 
area, are to be published within 
the next month or so. 

e e * 

A. E. Staley Mfg. Co., whose 
entire account has been taken over 
by Ruthrauff & Ryan, is saying 
little about its plans for consumer 
advertising of Zest, food flavor in- 
tensifier, but is “watching” the 
market. It is one of the major pro- 
ducers of the product, mono sodium 
glutamate, which is used in big 
volume by the food industry to 
heighten the flavor of canned and 
packaged goods. 

Pioneering in the consumer field, 
International Minerals & Chemical 
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Corp. last week extended to th: 
Seattle area its advertising o 
Ac’cent, a similar seasoning whic! 
was introduced in an extensiv: 
Springfield, Ill, test last winter 
Since then, Ac’cent also has gon: 
into the California market, usin; 
newspapers, television, spot radi: 
and point of sale. The price ha 
been lowered a little, to 89¢ for : 
four-ounce can. 


Friends of Pete Fahrendorf « 
Chilton Co., who withdrew as can- 
didate for president of Associate: 
Business Papers when the con- 
trolled-vs-free fight broke into 
the open, are actively supporting 
him for reelection as a business 
paper director vf Audit Bureau of 
Circulations. They cite his active 
record, and particularly his favor- 
able vote on a trial effort to pro- 
vide a vocational breakdown of 
the unpaid portion of ABC busi- 
ness papers’ circulation. 


Make your sales manuals and 
presentations more effective! 


CLAREPORT* 


PRESENTATION 
COVERS 


Full size clear 
acetate cover for 
emart visibility 
Back cover stock 
of sturdy, attrac 
tive Beau Bri! 
liant in 8 colors 
Sheets are held 
with simple, in- 
visible brass fast- 
eners. Stock size 
holds up to 100 
sheets, size 819 
x11. (Other sizes to order). Only 18 
each (for 1,000) 25¢ each (for 100) 
We can also imprint your name at 
small additional cost. 
Write for free sample Dept. A-2. 


Exclusive with 


THE BELFORD CO., 68 Greene St., N.Y. 12 


We also specialize in ali types of custom-made 
binders, portfolios and presentation covers. Tell us 
your problem — we'll help you solve it quickly and 
inexpensively. *Trademark Pat. Pending 


O 2 erty zone 
GF: yt coverage 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER, 


Editor and Publisher 


“Western New York’s Great Newspaper” 


KELLY-SMITH CO., National Representatives 
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Sharp Opens Own Agency 


Jack C. Sharp Jr., formerly with 
Sive & Rosenfield, Cincinnati, has 
opened his own advertising agency 
with offices in the Blymyer build- 
ing, Cincinnati, under the name 
of Advertising Enterprises. J. Carl- 
ton Davis, formerly with Mercury 
Advertising Agency, Los Angeles, 
and Wm. F. Holland Agency, Cin- 
cinnati, will be an account execu- 
tive of Advertising Enterprises. 


Two Appoint Buchen Agency 


Buchen Co., Chicago, has been 
appointed to handle the advertis- 
ing of the electrical division of 
Servel, Inc., Evansville, Ind., and 
Ajax Corp. of America, Chicago, 
national sales and distributing or- 
ganization. 


Auto-Lite Names Wine 


Lymand A. Wine, sales manager 
of the lamp division in the Cin- 
cinnati office of Electric Auto-Lite 
Co., Toledo, has been named to the 
newly created position of assistant 
to the president of the company. 


( Advertisement) 


Named by Witco 


- 


Chemica 


Max A. Minnig has been appointed 
sales manager of the carbon black 
division of Witco Chemical Co. Mr. 
Minnig will continue as vice president 
and director of Witco Carbon Co. A 
regular reader of The Wall Street 
Journal, Mr. Minnig finds this pub- 
lication most helpful in his day-to- 
day business decisions, as do other 
business men in this daily Journal 
reading audience of 233,123. Wall 
Street Journal readers are influential 
in the purchase of goods or services 
for their companies. If you advertise 
to business, The Wall Street Journal 


National Nielsen-Ratings of Top Radio Programs 


Week of July 3-9, 1949 


All figures copyright by A. C. Nielsen Co. 


Original Amateur Hour (Old Gold), 


Admiral), ABC a eee fl 
The Clock (sustaining), NBC .............. 21.7 
Chevrolet on Broadway, NBC .............. 21.5 
NBC Drama Theater (sustaining) ........20.8 
Break the Bank (Bristol- 

A ERI alae ee SR a 20.1 


Cincinnatians stayed closest to 
their TV receivers in July. Sets- 
in-use by cities: Cincinnati, 23.7; 
Philadelphia, 19.5; Chicago, 18.9, 
and New York, 10.3. 

In Chicago the top three once- 
a-week telecasts were Chester- 
field’s Mr. Godfrey, “Crusade in 
Europe” (on ABC for Life and 
Time) and “Stop the Music.” In 
Cincinnati it was another big 
three—Bigelow’s “Dunninger and 
Winchell” (NBC), Gulf Oil’s Bob 
Smith (NBC) and Morey Amster- 
dam, who sells DuMont TV sets 
on that network. 

Philadelphia chose Godfrey, Sul- 
livan and the Yankees in that 
order. In the five-a-week category, 
“Howdy Doody” (NBC) for Col- 
gate, Unique Togs and Mason 
candy led in two cities. Chicago 


43 


preferred a CBS puppet, “Lucky 
Pup.” 


(ONE Minute 
T. V. FILM 
COMMERCIALS 


PRICE INCLUDES 
Artful Production= 
Animated tricky 
titles— 

Effective 
Illustrations — 

Prints At With Off-screen 

Lower Cost voice and music. 

Write For Circular Or Phone 


FILMACK 


1330 South Wabash Ave., CHICAGO 
‘ Phone HArrison 7-3395 


Additional 


should head your list. 


Current Previous Homes Current Points 
Rank Rank Program (000) Rating Change 
EVENING, ONCE-A-WEEK 
1 25 SN hs c'nns satin d kb pen rbbisnd eNeaeeaeee 4,477 114 +3.2 
2 5 i i <n nenen och 6hb wie sue Othe bk alae bs Ott 4,360 1L1 +0.4 
3 7 ON FOR Oe 4,320 11.0 +0.5 
4 6 EL Ug Sigc e's beds eveaves sruseed¥ 4,242 10.8 +0.1 
5 22 Er eee er pee 3,456 8.8 +0.4 
6 50 iy RS SR Sys, eS 3,456 8.8 +2.9 
7 3 PE ccctctadvcnetebepesdensikebl eee 3,378 8.6 —2.9 
8 19 DE a eb. 626 rb tack eudinwad obs bteeeal 3,338 8.5 —0.3 
9 * Po biucecccdedecediuscct wuntwen 3,338 8.5 ° 
10 21 n.d ces scopeweiiets ena uead ¢enaaned 3,299 8.4 —0.1 
ll 13 EE woo cacuapah bees e ca wee capuebane ted 3.260 8.3 —0.9 
12 20 oo Sa ne 3,221 8.2 —0.5 
13 39 ED Co iccvesecucedacnkeséadscmenel 3,142 8.0 +12 
4 30 Pe Perr ee Perry 2,985 7.6 +0.3 
15 8 Ee ee eer Pe eer eee 2, 7.4 —2.9 
16 24 Pf | kt 3» RRA ere 2,828 7.2 —lil 
17 29 the vcd ceeee 5 ocie ianees ob 0 eee 2,710 6.9 —0.6 
18 34 Se ee es LD fone cinouen cdeesceecces 2.631 6.7 —0.3 
19 47 eh, se knck a ioc aah eheasnnens 2,631 6.7 +0.5 
20 35 Philip Morris-Horace Heidt .............000ceeees 2,631 6.7 —03 
EVENING, MULTI-WEEKLY 
1 3 PE  cceudndbakedeieh + taeiwiabawsesend 2,357 6.0 +0.1 
2 1 SRD ac ndcuntepsdhenke Coeunendeveekse ct 2,199 5.6 —10 
3 8 SE PE & 663 cv cv cede t come kueedesene ese 06% 1,689 4.3 —0.1 
WEEKDAY 
1 1 Arthur Godfrey (Ligg. & Myers) ............00005- 3,456 8.8 —0.4 
2 2 Ce acne 66-06 cede ed aneveciseg 3,063 7.8 —L10 
3 3 EE vores scccetescenevhectetden 2,946 7.5 —1.2 
4 7 ES SD di ccd cwcvecaeeseovcesct 2,710 6.9 —0.6 
5 21 NE A705 Lian ERS wilgab'os 04 eeen eves desert 2,671 6.8 +0.4 
6 4 . J. Aree rr ie rer 2,631 6.7 —14 
7 5 Pt eecencns 55485450 wT eee 2,592 6.6 —1.5' 
8 14 et ck case deehe ah eceeeiet sues 2.514 6.4 —0.4 
9 9 RPP ret reo eee 2.435 6.2 —0.8 
10 12 i +o ee tobe eed éceesdecesoe cased 2,396 6.1 —0.8 
11 11 EE SO oc dwsccdtes sen soocobecene 2,357 6.0 —0.9 
12 24 Enns bons 6.55.66 660s bese dkee 6 +aRee 2,357 6.0 —0.3 
13 20 I I Sed vnc ccuccéastnnctvates takes 2,357 6.0 —0.5 
14 8 Stella Dallas ..... ecesvakendetey bs tevtacieval 2,357 6.0 —14 
15 23 Se ED GE ON 0 dc bwkuaiqes deGevseue sa Sa 2,317 5.9 —0.5 
DAY, SATURDAY 
1 2 kL. 2. ota hekeas see heeeeh sabe 3,535 9.0 +0.5 
2 1 id. acs daboekwashb ened bane ' 3,299 8.4 —08 
3 5 es Oe PRD © ia co vnn dbs Cucb ed eevennsted 3,181 8.1 +0.5 
DAY, SUNDAY 
1 1 Pe Oe vn weekekeee pense ets Se bekee 1,924 4.9 —0.4 
2 8 ee cs Phe R KORO RE REAL thd ROTO 1,257 3.2 +13 
3 12 Ee ci h cco ceeesenecvdbeneepeeunam 825 2.1 +0.7 


*Not measured in previous report. 
Nielsen Data Shows 
Radio July Use Is 
Low Point for 1949 


Cuicaco—Radio listening during 
the week of July 3-9 reached its 
lowest ebb for 1949, according to 
the A. C. Nielsen Co. rating report. 

The average for all evening 
once-a-week shows was 15% low- 
er than the average for preceding 
weeks, and daytimers were off 
10% from the average for previous 


RUNKLE* THOMPS 


ON * KOVATS e INC 


Advertising Typographers and Printers 
520 North Dearborn Street, Chicago 10 *» WHitehall 4-711] 


periods. 

Comparison of Fourth of July 
listening this year and last showed 
that 21.6% of the homes used the 
radio between 6 and 11 p.m. last 
year, whereas this year on July 4 
only 17% of the homes used radios 
during those hours. 

Nielsen-Ratings on the top 20 
evening programs showed a large 
change from the previous report. 
Only eight programs in the first 
20 were in that group during the 
preceding report period. 


ws As usual during the summer, 
mysteries hogged the top ten, with 
five shows in that select group. 
“Big Story” (Pall Mall) bounced 
up to the top of the list from 25th 
position on the last listing. 

Big shift in the lineup, of course, 
is primarily a result of program- 
ming changes affecting 24 evening 
shows during the summer. 

By days of the week, the net- 
works had the following number 
of top-20 shows for the July 3-9 
week: 

ABC CBS NBC 


Sunday 2 1 1 
Monday 0 0 0 
Tuesday 0 1 1 
Wednesday 0 2 4 
Thursday 0 3 0 
Friday 2 0 0 
Saturday 0 2 1 
Total 4 9 7 
Among the daytimers which 
showed more stability, Arthur 


Godfrey (Liggett & Myers) again 
led the list. 


ED SULLIVAN LEADS 
PULSE TV REPORT 
NEw YorK—Ed Sullivan’s “Toast 
of the Town” was the televiewers’ 
favorite for July in Cincinnati, 
Chicago, Philadelphia and New 
York, according to Pulse, Inc. 
Averages of the four-city rat- 
ings were: 
Toast of the Town 


DS TEED iihiliiatsbsndconscuceiwesmeentionion 37.4 
Godfrey and His Friends 

I I, beeches ctneinanticenteniagpe 35.2 
Fireball Fun for All (Buick), NBC ...... 31.0 
GSS Oe 30.6 


discount. 


NORTH CAROLINA’S LARGEST 


Those ol’ fishin’ 
are our ‘‘reps’’—you can get hold of them 
in New York, Atlanta, Chicago, San Fran- 
cisco and Los Angeles. They’ll point out 
the best fishin’ spots in North Carolina. 


you'll do better with the 
same line—and 2 hooks 


Drop your line in North Carolina’s 
greatest metropolitan market, Raleigh— 
Durham. WNAO and WDUK combine fa- 
cilities and rates to offer you a ‘“‘fisher- 
man’s paradise’’ and a ‘‘whale’”’ of a 


All you have to furnish is the bait and 
the line—we’ve got the hooks. ‘‘They’ve’”’ 
been biting on drugs, foods, autos and 
trucks, furniture, appliances and radios, 
clothing, hardware, farm machinery, gas, 
oil and tires, tobacco, cosmetics, soft 
drinks and dairy products. 


guides, Avery—Knodel, 


vx ONE NETWORK, ABC 
YY ONE LOW RATE 


v2 KEY OUTLETS 
ON ee 
METROPOLITAN MARKET 


—- ee Win bg lonte? Pie ct a i v= oe to. o ey Ft 2 OJ Sy = ATs py ae Fo bab A te hg ‘agi a ™ oe fri? ore. aa ee ee. eee Tae oe" ae a = =e . Beck A: a ee. Fa Papa 
Pee a ets gs he ac a ie Beat ae. 4 Pe ae: ape ed” I eI Sige ae, ile ns RR ea st Nh eae. ae st Smile ap ae oe *F ers oa fot ee gabled os 
Sa i | ee i ee ere ee ee ee ee ee ee a lO 
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Scott Radio to Use 
Chicago Store as 
Testing Laboratory 


Cuicaco—Scott Radio Labora- 
tories last week announced that 
it has purchased Bissell-Weisert 
Co., Michigan Ave. radio and 
phonograph retailer for almost two 
decades, for use as a merchandis- 
ing test laboratory. 

Purpose of the move, according 
to Frank Beiser, Scott vice-presi- 
dent, is to keep a close check on 
customer reactions and preferences 
in the rapidly changing radio-tele- 
vision-phonograph market. 

Operation of the store, he told 
AA, will give Scott an accurate 
idea of good and bad price ranges, 
what people are buying and why 
they buy it and, conversely, what 
objections may be voiced. 

“For many years,” he said, “we 
have tried to show dealers how lo- 
cal advertising media could be ef- 
fectively used. Through the use 
of various copy appeals, based on 
what we learn from customers, 
we will be able to give them facts 
and figures to accompany the ad- 
vice.” 


s Hal S. Darr, president of Scott, 
told the annual stockholders meet- 
ing last week that Scott does not 


intend to market a new line of 
television receivers at present be- 
cause the price and profit situation 
is in chaos. 

He blamed the cut-throat price 
setup on major set manufacturers, 
who are determined to freeze out 
their smaller competitors, mention- 
ing Magnavox and Capehart as ex- 
amples of concerns that already 
feel the pressure. 

In answer to questions from out- 
spoken stockholders, Mr. Darr said 
that while Scott has received mer- 
ger proposals from Stewart-War- 
ner Corp., the Magnavox Co. and 
Tele-King Corp., none of the prop- 
ositions has been been acted upon. 

He also said that Scott inventor- 
ies are in good shape, that design 
and engineering work on new 
models have been completed, and 
that the company will introduce 
them “when the time looks right,” 
possibly before the holiday selling 
season. 


CED Promotes Barrett 


Joseph L. Barrett, director of 
trade association activities of the 
Advertising Council, has been 
named director of business organ- 
izations relations by the Committee 
for Economic Development, New 
York, with which he has been as- 
sociated for several years as trade 
association consultant. He will 
continue his present work with 
the Advertising Council. 


O. K., CALIFORNIA 


HERE COMES 


St. Joe 


Trading 

You 
STEAKS for 
ORANGES 


Each week this mammoth truck (bigger than a freight car) 
leaves St. Joe for California, with 30,000 Ibs. of Prime Steaks, 


Roasts, etc. 


Yes, to make sure California has GOOD MEAT, this St. Joe 
Packer makes this round trip each week . . . traveling OVER 3,000 


miles a trip... 


And to make sure OUR READERS receive their News-Press & Gazelte ON TIME 
. . » Our Motor Routes cover OVER 5,600 Miles a Day making farm yard delivery 


along the highways and bundle delivery to carriers in towns who make door step 


delivery to their subscribers. 


All subscribers in our 18-county market receive their News-Press before 6 P. M. 


and their Gazette before 7 A. M. Fact is, our readers expect that kind of service. 


(EVENING ANO SUNDAY) 


(MORNING) 


ST. JOSEPH NEWS-PRESS 


St. Joseph Gazette 
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JOB WANTED—Henry Gomperts wants a 
job, and he believes in advertising. Re- 
sult: this 680-line ad in the Boston Herald, 
and similar copy occupying a half page 
and facing three quarters page in Bar- 
ron’s, at a total cost of about $1,100. 
More than 50 worth-while inquiries re- 
sulted. 


Wants Job; Tells 
the World in Big 
Advertising Space 


Boston—When James R. Ban- 
croft, president of American In- 
stitute of Finance, died a couple 
of months ago, his long-time as- 
sociate, Henry Gomperts, general 
business manager of the institute 
for 18 years, decided he wanted 
another job. 

He went about getting one with 
a 780-line ad in the July 7 issue of 
the Boston Herald, and the use of 
the same copy in a page and a 
quarter in the July 11 issue of 
Barron’s, business and financial 
weekly. Placed through Doremus 
& Co.’s Boston office, the “want 
ad” copy would cost more than $1,- 
100 at regular national rates. 

Mr. Gomperts’ copy was un- 
usually frank and detailed. Mak- 
ing it clear that Mr. Bancroft’s 
sudden death was the reason for 
the job hunt, he said: 

“T now seek a new opportunity 
for whatever talents and capaci- 
ties I may have. Least of all do I 
want to exaggerate or overempha- 
size my abilities or accomplish- 
ments. They should be pretty well 
established throughout the country 
and I am content to accept im- 
partial appraisal of my efforts and 
myself.” 


es Explaining in detail his ex- 
perience in advertising, promotion 
and selling, Mr. Gomperts wound 
up his unusual want ad with the 
modest assertion that “if anyone 
thinks it might be worth while to 
talk with me about a possible new 
affiliation,” he could be reached 
at Doremus’ office or at his sum- 
mer home. 

Up to the first week of August, 
Mr. Gomperts had received more 
than 50 inquiries, including several 
from Los Angeles and phone calls 
from Detroit and Philadelphia, as 
well as a wire from Florida. He 
has not yet decided what to do. 


Leche Agency Moves Office 
Leche & Leche, Dallas agency, 

has moved its office from the Texas 

Bank building to 1008 Mercantile 
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Advertising in the Test Stage 


Lorr Tests Plastic 
Stick for Make-up 


Paterson, N. J.—Lorr Labora- 
tories, manufacturer of pharma- 
ceuticals and cosmetics, has 
launched a test newspaper cam- 
paign in 11 eastern and midwestern 
cities to introduce a plastic purse- 
size cream make-up stick. Avail- 
able in a choice of four shades, the 
item retails for 49¢ plus tax. 

Print schedules call for inser- 
tions ranging from 100 to 300 lines. 
Magazine promotion is planned 
for early next year. 

Cities in which the test cam- 
paign is running include Boston, 
Buffalo, Chicago, Cleveland, De- 
troit, Hartford, Los Angeles, Mil- 
waukee, Philadelphia, Portland, 
Me., and St. Louis. 

Lynn Baker, Inc., is placing Lorr 
advertising. 


NURSERY TO TEST 
MAIL ORDER RADIO 


WAXAHACHIE, TEx.—Naughton 
Farms, Texas mail-order nursery, 
will test a series of 26 quarter- 
hour transcriptions on southern 
stations, beginning this October. 


The platters feature “Grand Ok 
Opry” talent. 

Naughton Farms used about 6( 
stations during its last radio cam- 
paign in 1948. Production on the 
current series has been handled 
by Hedrick Advertising Agency 
Houston, which places the nur- 
sery’s radio advertising only. 


Record 650,000,000 Match 
Book Sale to King Edward 


King Edward cigars will be pro- 
moted for the next year by 650,- 
000,000 match books, plus road- 
side signs and dealer aids, ac- 
cording to L. D. Hupp, vice- 
president in charge of advertising 
and sales, John H. Swisher & Son 
Jacksonville, Fila. Each match book 
will bear the copy, “King Edward 
cigars, world’s largest seller.” Swi- 
sher pays an undisclosed rate for 
space on the books, which wil! 
cost jobbers $1,250,000. Newman, 
Lynde & Associates is the agency. 

Victor R. Kendall, vice-president 
and director of sales, Diamond 
Match Co., New York, said the 
650,000,000 match books sold to 
Swisher constitute the largest or- 
der of the kind ever placed, ex- 
ceeding a previous record of 634,- 
000,000 ordered in the ’30s by Wm. 
Wrigley Jr. Co. 


VERY year since 1910, 


press time. In all these 


New York . Chicago ° 


THE NEWSPAPER THAT MADE 
ST. PETERSBURG FAMOUS! 


of The Evening Independent is given away free 
every day that the sun fails to shine before 3 P.M. 


been less than five sunless days per year. Thus, 
the ‘Sunshine Newspaper” has popularized St. 
Petersburg as the ‘‘Sunshine City.” 


When People Come to 


ST. PETERSBURG, FLORIDA 
They Read 


Che Evening Independent 


The Sunshine Newspaper 
ST. PETERSBURG'S FAMILY NEWSPAPER 


Represented Nationally by 


DeLISSER, INC. 


the entire Home Edition 


years the average has 
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SA R.C.S. Giant Prints 
gc (Photo blow-ups) are 


profitable ideas 
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2-5977 | 
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CAN USE 


The RES. 
PRINT 
BOOk 


ee on parade in this sparkling new book. You'll get 
fs! 


and the “inside” story 


et, _ about this topnotch advertising medium. 
Get YOUR free copy now! 


RAPID COPY SERVICE, INC. 
123. N. WACKER DRIVE + 
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2 NBC Programs 


Will Be Used to 
Promote Network 


New YorK—National Broadcast- 
ng Co. today (Aug. 15) announced 
ts plans for the “largest and cost- 
iest promotion campaign in the 
1istory of network radio.” 

The all-out drive, which starts 
with on-the-air announcements 
ate this month for the fall lineup, 
will include: 

Twenty-one full-page advertise- 
ments in national magazines. 

Extensive newspaper advertising 
throughout the country, network 
placed for owned and operated 
stations. 

Two regularly scheduled net- 
work programs designed specifi- 
cally to “sell” its array of com- 
mercial shows. 

Magazine copy is set to break 
in October after most of the fall 
attractions have returned to the 
air. No information was available 
as to the media list. However, it 
was reported that the magazine 
promotion will hit its top speed 
Oct. 3 with a five-page ad in Life 
—the largest single ad ever to ap- 
pear in that periodical. Look also 
is said to be included. 


= Serving -a double purpose of 
publicizing the performers and 
NBC affiliates, the network’s 
large-space magazine copy will in- 
clude a listing of NBC’s 170 AM 
stations. In some instances adver- 
tisers will run magazine ads on 
their shows timed to coincide with 
the network schedule. 

Most unusual feature of this 
year’s campaign will be its treat- 
ment of radio. Under considera- 
tion now are two programs 
planned to sell NBC programs in 
much the same way as NBC time 
is used to sell the products of any 
of its clients. 

Leading the running in the 
shows suggested for this purpose 
are “Curtain Calls” and “NBC En- 
core.” The former is a 15-minute 
daily show, using a combined pre- 
view and review technique. A 
daily program—perhaps a_ half- 


hour on Saturday or Sunday—will 
afford the network an opportun- 
ity to billboard its evening lineup 
as a block. In addition to giving 
listeners an appetizer for what 
they may hear in the evening— 
recorded skits by the stars them- 
selves, in some cases—‘“Curtain 
Calls” will review highlights from 
past broadcasts at NBC. 


= “Encore,” if the many necessary 
clearances (which will be a factor 
in “Curtain Calls,” too) can be 
obtained, will make use of the 
tremendous backlog of programs 
on hand at NBC. This is a 15- 
minute transcribed series, with 
tine for station announcements at 
th: beginning, middle and end. A 
heme master of ceremonies and 
a small orchestra round out the 
15 minutes of entertainment. Un- 
lite the other, to be run on a net- 
Ww rk basis, this will be sent to 
lo al stations for use when they 
Wi h. 

he purpose of this innovation 
‘n network audience promotion 
Wwe, explained by an executive in 
th advertising department: “We 
Pr pose to use radio—the most 
Po verful advertising medium— 
ag ressively, consistently and with 
a! emendous amount of showman- 
sh > on a local and network level 
‘o promote our shows.” 

. Walter Thompson Co. is NBC’s 
ag ney. 


W ilker Names Richards V. P. 

_ letcher D. Richards, Inc., New 
Yk, has appointed Bradley A. 
ker lst vice-president. He is 
a2 account executive handling 
é tern Airlines. 


Last Minute News Flashes 


Sealtest Starts TV Show: Switches Dix 


New YorK—Sealtest division of National Dairy Products will make 
its network TV debut Sept. 27 when it takes over Tuesday and Thurs- 
day episodes of “Kukla, Fran & Ollie” on 40 NBC stations. Radio Corp. 
of America, now airing the program five days a week, will continue on 
the remaining three days. “Dorothy Dix,” Sealtest’s daily radio show, 
will switch from ABC to NBC Oct. 3. N. W. Ayer & Son is the agency. 


Toni Appoints Bernard Gould Sales Director 


Cuicaco—Bernard Gould has been appointed to the newly-created 
position of director of sales for Toni Co. and has also been elected to the 
board. Mr. Gould, who has been associated with Toni’s parent company, 
Gillette Safety Razor Co., since 1935, will direct all sales and promo- 
tional activities, as well as Toni’s market research program. Robert 
Harris, former western regional manager, has been named to the new 
post of sales promotion manager in the revised sales organization. 


Easterling Fall Silverware Campaign Set 
Cuicaco—Easterling Co., which distributes sterling silverware to 

consumers through home appointments, again will feature prominent 

motion picture stars in its fall campaign. Four-color pages are sched- 


uled for Bride’s Magazine, Charm, 


Cosmopolitan, Good Housekeeping 


and Mademoiselle, through Aubrey, Moore & Wallace. The company 
also has scheduled a joint four-color gate-fold couponed insertion in 
What’s New in Home Economics for September, showing china, glass- 
ware and silver of participating manufacturers, with charts indicating 
proper table settings for social occasions. 


Lady Esther Tests Coupon on Creme Makeup 


New YorK—Pre-testing this week of Lady Esther’s fall advertising 
for Complete Creme makeup, featuring a coupon gift offer of a five- 
shade selector, is being run in the St. Joseph Gazette and News-Press, 
Grand Rapids Journal-Herald and News, and Dayton Press. National 
advertising in 50 newspapers in major cities will break in the middle 
of September. Ruthrauff & Ryan, Chicago, has the account. 


Bourjois Plans $150,000 Christmas Drive 


New YorK—Bourjois, Inc., will spend more than $150,000 in maga- 
zines and newspapers for the Christmas promotion of its Evening in 
Paris and Mais Oui lines. The newspaper campaign of 1,000-line ads will 
cover 103 major markets. Handled through Foote, Cone & Belding, 
full-page, four-color ads will run in December issues of 15 magazines, 
plus Parade and Metropolitan Group. 


Canadian Sylvania to Stanfield; Other Late News 


Advertising of Sylvania Electric Products’ Canadian subsidiary has 
been placed with Harold F. Stanfield Ltd., Montreal. Trade and con- 
sumer campaigns will start in September... Bankers Life & Casualty 
Co., Chicago, has named Weiss & Geller, Chicago, for its White Cross 
health protection plan and John Marshall group insurance division. 
Newspapers and radio will be used... Howard B. Downs, advertising 
director of Solventol Chemical Products, Detroit, has been named gen- 
eral sales manager of the company... Robert E. Chaffee & Associates, 
San Francisco, newly-formed organization, has been named Pacific 
Coast representative for Coronet, effective Sept. 1... Petri Wine Co., 


through Young & Rubicam, 


is negotiating to sponsor 


“Sherlock 


Holmes” over ABC Wednesday at 8:30 p.m., EST. Petri sponsored 
“Sherlock” on Mutual several years ago... Arnold & Aborn, New York 
coffee and tea packer, has switched from French & Preston to Donahue 
& Coe, New York...Spencer Shoe Corp., Boston, has appointed Ray 
Austrian & Associates, New York, replacing Norman D. Waters & As- 
sociates ... Arthur G. Mathews, formerly advertising manager of Pit- 
man Publishing Corp., has been named promotion manager of Jewelry 


Industry Council, New York. 


ABC Net to Stress 
Fridays, Sundays 
in Fall Promotion 


New YorK—American Broad- 
casting “o., moving to put its best 
foot forward, will emphasize Fri- 
day and Sunday night radio line- 
ups in its fall promotion. 

The Friday night campaign will 
get rolling Oct. 3 with a full page 
in Life, plugging the solid block 
of mystery and adventure, which 
starts with Cheerios’ “Lone Rang- 
er.” A full page in The Saturday 
Evening Post will launch the 
ballyhoo for Sunday night. Both 
ABC regulars in Hooper’s first fif- 
teen—“Stop the Music” and Walter 
Winchell—are heard on Sundays. 
This two-pronged effort will run 
concurrently with a third featuring 
all ABC nighttime attractions. 


a After the magazine kickoff the 
major emphasis will be on radio 
promotion, with ’round-the-clock 
announcements for American 
shows. Nighttime will be used to 
publicize daytime attractions; day- 
time spots will be devoted to night- 
time broadcasts. News of ABC’s 
daylight shows will continue to be 
covered monthly in “Have You 
Heard?” the chit chat column 
which runs regularly in 12 Dell, 
Fawcett and Macfadden publica- 
tions. 
“American will run an extensive 


newspaper campaign in the five 
cities in which its own stations are 
located. Affiliated stations are be- 
ing furnished with newspaper ma- 
terial for use locally. Road signs 
throughout the country also will 
promote listening to ABC shows. 

Television promotion, to be han- 
dled separately from radio, will 
concentrate on Thursday night, 
which offers “Stop the Music,” 
“Crusade in Europe” and the “Lone 
Ranger.” 

Batten, Barton, Durstine & Os- 
born handles the ABC account. 


McGraw-Hill Earnings Up 


Consolidated net earnings of 
McGraw-Hill Publishing Co. and 
subsidiaries for the six months 
ending June 30 were $1,227,250. 
Comparable figures for the first 
six months of 1948 were $1,179,- 
766. 


Four Name JWT, Montreal 


The Montreal office of J. Wal- 
ter Thompson Co. has been ap- 
pointed to handle the following ac- 
counts: Dominion Glass Co.; Boon- 
Strachan Coal Co.; Davis & Law- 
rence Co.; and E. R. Squibb & Sons 
of Canada Ltd. 


To Wilhelm-Laughlin-Wilson 


Edna Hoey, formerly media di- 
rector of Carter Products, Inc., 
and, until recently, co-publisher of 
Media Digest, has joined the New 
York office of Wilhelm-Laughlin- 
Wilson as account executive, spe- 
cializing in media accounts. 
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A BREAK FOR BLOCK—Readers of Life 
this week will have to look two or three 
times at this Block Drug Co. Amm-i-dent 
ad before they can be sure it isn’t an 
editorial feature, for there is no adver- 
tising slug anywhere. But Life has not 
loosened its policy on editorial-type ads. 
The magazine told AA that the copy 
block looking like editorial text re- 
sulted from a delay in getting the copy. 
It’s an error, Life insists. 


Schick Will Double 
Ad Budget for Fall 


StamForp, Conn.—Schick, Inc., 
will double it advertising appro- 
priation and offer a money-back 
guarantee in its fall campaign for 
the electric shaver. 

K. C. Gifford, president of 
Schick, last week announced fall 
promotion plans through national 
business papers in a buoyant ad- 
vertisement titled “Confidence.” 
Copy explained that Schick is 
planning coast-to-coast newspaper, 
business paper, radio spot and 
television spot advertising to meet 
the challenge of a buyer’s market. 

The fall consumer advertising 
will begin Sept. 14, with headlines 
promising “Your new Schick elec- 
tric shaver must outshave blade 
razors or your money back.” A 
retail bonus by Schick gives deal- 
ers one Schick Super Shaver with 
every purchase of five. 

Print schedule for the fall cam- 
paign involves half pages in news- 
papers and spreads in nine busi- 
ness publications. 

Schick will also eirculate the 
money-back offer in the youth 
market with ads in Senior Scho- 
lastic, Sport and Varsity. 

Batten, Barton, Durstine & Os- 
born is the agency. 


National Sales Executives 
Appoints Two New Managers 


John C. Freeman has been 
named manager of club service, 
National Sales Executives, New 
York. He was formerly sales man- 
ager of American Airlines in 
Rochester, N. Y. He replaces John 
Snow, who has been made exec- 
utive assistant of NSE. 

C. Butler Jellinghaus has been 
appointed manager of member ser- 
vice. He has been an associate edi- 
tor of Advertising & Selling (now 
Advertising Agency) and assistant 
promotion manager of Moore Pub- 
lishing Co., New York. 


‘Coronet’ Ups Guarantee 


Effective Jan. 1, 1950, Coronet 
has announced a 300,000 increase 
in its guaranteed circulation. This 
brings the magazine’s guarantee to 
2,300,000 while the page rate per 
1,000 remains at $1.75. Coronet’s 
circulation for the first half of 
1949 was more than 2,600,000, a 
record, according to the publisher’s 
statement. The magazine will in- 
crease its full-page b&w rate from 
$3,500 to $4,025. 


DuMont Hearing Postponed 


Allen B. DuMont Laboratories’ 
complaint against R. H. Macy & 
Co., New York, for allegedly sell- 
ing and advertising DuMont tele- 
vision sets at cut prices is sched- 
uled to be heard today (Aug. 15) 
in the Supreme Court in New 
York. Hearing was originally set 
for last Monday. 
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Snow Crop Boosts 
Sales by Dropping 
Its Wholesalers 


New Yorx—Snow Crop market- 
ers will eliminate wholesalers in 
a new distribution setup which 
will enable the company to cut 
prices on all products from 2 to 7¢, 
J. I. Moone, Snow Crop president, 
said last week. 

Distributors for the company 
hereafter will deal directly with 
retailers, thus reducing costs about 
18%. 

“This adjustment,” Mr. Moone 
points out, “will bring prices into 
line with those in key markets 
where the company maintains its 
own service branches for distribu- 
tion of its products.” 

Tested in Philadelphia, Balti- 
more and Washington, the new 
policy brought an immediate in- 
crease in sales, due to the lower 
retail prices, which more than 
compensated the retailer for the 
markup reduction, Mr. Moone 
said. Earlier this year, Birds Eye- 
Snider division of General Foods 
Corp. tried out a similar plan in 
the Los Angeles area, but Snow 
Crop is said to be the first frozen 
food processing company to take 
the step on a nationwide basis. 

The company also announced 
that its newest product, frozen 
coffee, will be introduced in three 
markets this week. While pre- 
liminary tests of it have been 
highly favorable, the product is 
still definitely in the trial stage. 

Maxon, Inc., is the agency. 


New ‘Construction 
Equipment’ to Have 
11%" Square Page 


New YorkK—First issue of the 
new Conover-Mast publication, 
Construction Equipment and Ma- 
terials, will be published Oct. 15 
with a controlled circulation of 
40,000 to 50,000 and an over-all 
folio of 50 to 60 pages, Harvey 
Conover, president, Conover-Mast 
Corp., told AA last week. 

The basic advertising rate will 
be $520 a page for one insertion 
and $425 for 12 insertions. 

The new publication will be de- 
voted editorially to description of 
new products, ideas, methods and 
literature. 

The new publication will have 
an 11%x11%”. page size designed 
to give “every advertiser a pre- 
ferred position regardless of ad 
size.” Minimum advertising space 
will be one-quarter page, the one- 
time rate of which will be $130. 

Business manager of the paper 
is J. M. Angell Jr. (AA, May 23), 
and the editor is Donald D. King, 
formerly editor of Civil Engineer- 
ing. 


Kraft Buys NBC Daytimer 


National Dairy Products Corp.’s 
Kraft Foods Co., Chicago, will 
sponsor “Marriage for ‘l'wo,” a 
daytime serial now on sustaining, 
beginning with the Oct. 3 program. 
ine show, aired over the full Na- 
tional Broadcasting Co. net, will 
be heard at 10:30-10:45 a. m., ES. 
J. Walter Thompson Co. handles 
the account. 


Stewart-Warner Ups Zahn 


George Zahn, sales manager of 
the instrument division of Stewart- 
Warner Corp., Chicago, has been 
appointed to the newly created 
post of assistant for marketing. 
Ernie N. Robinson, assistant sales 
manager of the instrument divi- 
sion, has been named to Mr. Zahn’s 
former position. 


Peters, Brown Named V. P.s 


Kastor, Farrell, Chesley & Clif- 
ford has elected Jack Peters and 
David D. Brown vice-presidents. 
Mr. Peters is media director of the 
agency’s New York office, and 
Mr. Brown is account executive 
and manager of the Chicago office. 
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Commercial Films Issues 
New Slidetilm Catalog 


A total of 327 “ready-to-use 
sound slidefilm programs for in- 
struction and training, covering 
commercial, industrial, school and 
church fields, is listed in the new 
“Training Film Annual—Sound 
Slidefilm Catalog” issued by Com- 
mercial Films, Inc., Cleveland. 

Projection equipment and acces- 
sories also are described and illu- 


” 


strated in the 100-page catalog. 
This first “Annual” sells for $1, 
which is credited on the first film 
|or equipment purchase made 
through the company. — 


To DiMarco-von Loewenfeldt 


DiMarco-von Loewenfeldt Asso- 
ciates, San Francisco, has been ap- 
pointed to direct a public relations 
program for the California Society 
for Crippled Children. 


SMART buyers, ane 


¢ SHOP 


E advertising 


San Diego 
SPECIALTY 


gives The UNION 
and TRIBUNE-SUN 


583.9% 


LEADERSHIP 


San Diego women! Media Records figures prove that 
they know where to look for style and value! ... 


YOU can make a smart 


advertising buy in SAN 


DIEGO. Concentrate in the ONE San Diego advertis- 
ing. medium that delivers overwhelming coverage, 
plus selling impact. Spend YOUR money the way 


San Diego’s 
smart Specialty 
Shop owners 


spend theirs. Sain 


The UNION and TRIBUNE-SUN 


carried 637,890 lines, or 83.9% 
of all Specialty Shop advertising 


Diego during 1948. 


Ask the West-Holliday Man! 


‘All the News with 


Partiality to None 


NION and TRIBUNE-SUN 


Union Tribune Publishing Co., San Diego 12, California 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 


New York + Chicago + Denver + Seattle +« Portland « San Francisco + Los Angeles 


r 


A 5,000 W 
1420 Kc, 


FM 47 Kw. 
103.7 Me, 


the No. 1 Network 


WOC is the FIRST individual sta- 
tion . . the only Quad-Cities station 
. to offer its clients commercé. 
copy analysis. On request WOC's 
Research Department tests WOC ad- 
vertisers’ copy for sales effectiveness 
through listening ease and human 
interest . . according to a proved 
formula developed by renowned 
analyst Dr. Rudolph Flesch. All 
WOC-written copy is so evaluated. 
Another in WOC’s long list of 

“FIRST’S”! 
Col. 6. J. Palmer, President 
Ernest Sanders, M 


DAVENPORT, IOWA 
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Pine-Sol Drives 
into Chicago, 
10 Other Cities 


(Continued from Page 1) 
scale promotion. 

Mr. Milner changed all that. 
Shortly after he bought the com- 
pany, he brought in Howard S. 
Cohoon, formerly general manager 
of Linco Products Distributing Co., 
Chicago, as vice-president and 
general manager. 

And late in November, last year, 
Gordon Best Co., Chicago, was ap- 
pointed to handle Magnolia Chemi- 
cal’s advertising. ; 

Agency and management knew 
that the product had a pleasant 
odor, they knew it had valuable 
disinfectant properties and they 
knew it would clean, but, before 
setting up a distribution program, 
they made a series of consumer 
surveys in the South to find out 
for what purposes housewives ac- 
tually used Pine-Sol. 

Altogether, the study turned up 
43 common household uses. The 
principal application, however, was 
for cleaning and disinfecting 
kitchen and bathroom floors. 


s In preparing a series of news- 
paper ads to accompany the mar- 
ket introduction, the sales and ad- 
vertising team decided to feature 
a “make kitchen and bathroom 
floors table-top clean” idea, and 
at the same time give the other ap- 
plications a heavy play. 

Birmingham was chosen as the 
first market for the Pine-Sol pro- 
motion for three major reasons. 
First, the company wanted to get 
into all cities of 100,000 and over 
as soon as possible, and Birming- 
ham satisfied that qualification. 
Second, it is located on the fringe 
of the pine country, and, third, 
only one grocery chain in town 
carried a pine oil base preparation. 

Mr. Cohoon organized a sales 
crew in that city, and the sales 
force managed to achieve a 55% 
distribution before the first full- 
page ad ran in the Age-Herald 
last Feb. 24. 


a The second full page ran on 
March 24, after which the agency 
made a consumer survey to check 
results. It was found that 41% of 
the respondents had heard about 
Pine-Sol, and 58% of those who 
knew about the product had used 
it. Further, all but one of the users 
liked it. 

A third ad was scheduled for 
April 28. Meanwhile, convinced 
that the approach was “right,” the 
company had moved into Shreve- 
port in March, had organized an- 
other crew for the Houston-Gal- 
veston-Beaumont area and entered 
those cities in the same month. 

Dallas, Ft. Worth and New Or- 
leans got the promotion in April. 
The company made its push in 
Mobile in May, and moved into 
Memphis by June. 

In all cities, the basis for the 
campaign was the series of three 
full-page newspaper ads scheduled 
for one newspaper. In addition, 
however, after Birmingham, the 
company added weekly 170-line 
and 480-line copy featuring in- 
dividual uses for Pine-Sol, and 
scheduled it to run in food sec- 
tions in the weeks between the 
monthly full-page insertions. 


# Pausing briefly to “consolidate 
its position” before continuing with 
the sales offensive, Magnolia be- 
gan a second drive in some of the 
markets it had entered, using a 
variety of techniques. 

In Houston, it distributed cou- 
pons to 215,000 homes in one week. 
The coupons offered the product 
at a 20¢ discount. It also put more 


effort into its standard plan for 


CHICAGO HAILS ‘PINE-SOL WAY 
FOR EASIER HOUSECLEANING 
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Makes Floors“ Table-Tap-Clean™... 


43 USES—Surveys made preparatory to in- 
troducing Pine-Sol market by market 
showed that housewives in the South used 
it for 43 different uses, principal one of 
which was to clean and disinfect floors. 
Gordon Best Co., Chicago, placed this 
opening Chicago copy for Magnolia 
Chemical Co., Jackson, Miss. 


cooperative advertising. 

The total number of outlets, 
number of outlets sold, population 
and unemployment, and any other 
information which might possibly 
have an influence on sales all 
were included in reports for each 
market prepared by Gordon Best 
prior to entry into an area. 


a Most gratifying development 
was a steady growth of repeat 
orders through the chains. Of the 
three full-page ads used in each 
market, the first and third car- 
ried coupons. The coupon on the 
first ad was used principally as 
an aid in building distribution, and 
the coupon on the third ad helped 
bring about a quite satisfactory re- 
order volume. 

Pleased by the results, Magnolia 
Chemical in June decided to tackle 
Chicago. For the first time, Pine- 
Sol was to be sold in an area 
where very few prospective con- 
sumers knew anything about pine 
oil preparations. 

The problem, of course, lay in 
the determination of whether or 


not northern homemakers would || 


use the product for the same pur- 
poses as their southern sisters, or 
whether the copy appeals would 
have to be changed. 

A series of surveys at Chicago’s 


Home Arts Guild and _ several]! 


cooking schools indicated that 
northern women would use Pine- 
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Sol in the same manner as did 
the southerners. 


es For about six weeks, the com- 
pany’s sales crews worked Chi- 
cago grocery outlets, grocery 
wholesalers and drug wholesalers 
and, in addition, made the rounds 
of the church and women’s club 
circuit sampling (with two-ounce 
bottles), distributing coupons, and 
demonstrating uses for the prepa- 
ration. 

As in other cities, when the first 
ad broke, the sales force distrib- 
uted coupons in the grocery stores 
carrying Pine-Sol. Coupon re- 
demption in some cases has run as 
high as 30% before the recipient: 
left the store. 

The company also added a 
unique tie-up with the White Sox 
baseball club, in which it offered 
to pay the ticket tax for any ladies’ 
day admission upon presentation 
of a label from the pint-size bot- 
tle, which retails for 49-55¢. 

Having launched its Chicago 
drive, the company and its agency) 
now are engaged in the selection 
of an additional 20 cities of 100,- 
000 and over which will be en- 
tered within the next six months. 
No national campaign will be 
undertaken until distribution is 
perfected. 


Molyneux Names O'Connell 


Molyneux Perfumes, New York, 
has appointed R. T. O’Connell Co., 
New York, as its agency. A con- 
sumer campaign in national mag- 
azines will be used. 


WOMEN! 


To UP SALES, direct extra advertising 
at the biggest buyers — MOTHERS! 


Use this seal to build 

_ confidence and UP SALES! ' 
1,200,000 mothers and 

61% of their husbands read 


‘PARENTS’ 
MAGATZIN EE 


52 Vanderbilt Avenue, New York 17 


at Buffalo’s Men and 
Women Who Buy 
...Use the Courier-Express 


In 1948 the Courier-Express 
carried 63% of all men’s wear 
linage in Buffalo. It has led 
in this classification every 
year since 1933. And it leads 
in the women’s wear field, too. 
That is why it’s safe to select 
Buffalo’s morning and Sunday 
newspaper as your first choice. 

Your dollar in the Courier- 
Express buys greater impact 
on the families with more 
money to BUY your product. 
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Newsstand Dip 
Held Normal by 
Most Publishers 


(Continued from Page 1) 
for audit. 

The hike in comic book sales, 
aceording to Adams, may be at- 
tributed to the fact the company 
regularly drops some titles and 
brings out others more in keeping 
with trends of the times. One such 
eddition was a comic book along 
the lines of the confession-type 
magazine, and the opinion was ex- 
pressed that such books might 
affect the sales of the romance 
publications. But, on the basis of 
True Confessions, Adams reports 
only a “slight softening” in sales 
and does not believe the effect is 
substantial. 


s Commenting generally, Adams 
says this “was the usual summer 
slump, but not nearly as violent 
as last year. Also it started earlier 
and disappeared more quickly.” 
This supports the remarks of 
S. O. Shapiro, now of Look and 
formerly with Macfadden, who be- 
lieves “it’s not really a summer 
slump anyway, but a spring 
slump.” He points out that Look 
is well above last year in news- 
stand sales and the Aug. 16 issue 
will top the same 1948 issue by 
more than 100,000. By and large, 
Shapiro looks for “a general im- 
provement in newsstand sales 
within the next few weeks.” 
Fairly general as the slump has 
been during the spring and early 


summer months, a quick recovery 
seems indicated in most quarters. 
A Crowell-Collier spokesman said 
that Woman’s Home Companion 
and Collier’s have shown gains for 
the first half of 1949 over the same 
period last year. 


es Again, S. N. Himmelman of 
Macfadden says that the company’s 
newsstand sales “have braced re- 
markably during the last 30 to 
45 days.” He emphasized that 
Photoplay has been having excel- 
lent sales, and that Sport, True 
Story and True Romance are cur- 
rently having less than 10% re- 
turns. 

At Dell, Allan Stern reports 
Modern Screen up 13% over the 
first half of last year, Modern 
Romances up 0.5% with a slight 
decline in May and June, and 
Screen Stories also ahead. In 
Stern’s opinion, which perhaps 
summarizes the situation, “The 
slump on stands in April, May, and 
June was fairly general, but no 
more than a seasonal dip.” 


Apple Commission Approves 
$250,000 Ad Budget 


Washington State Apple Com- 
mission has approved a minimum 
advertising budget for the coming 
season of $250,000, of which more 
than $140,000 has been earmarked 
for use from harvest time to mid- 
winter holidays. The _ detailed 
budget for the remainder of the 
season will be established as the 
market trend develops. 

First half expenditures will in- 
clude $90,000 for newspapers; $30,- 
000 for outdoor in southern states; 
$10,000 for elevated stations in 
Chicago and subway stations in 
New York, and $10,000 for trade 
publications. J. Walter Thompson 
Co., Seattle, is the agency. 


In Massachusetts : 
In FOOD SALES | 


‘wales Market families out a. 
good portion of their higher-than- 
average buying income on food. An- 
. nual retail food sales in Worcester 
County total $144,617,000 and in. the. 
city of Worcester alone $66,230,000. 
_ This places Worcester the second high- 
est city in food sales in Massachusetts 


and third among the nation’s 


69 


cities in the 100,000-250,000 group. 
Worcester with only 4.4% of the 
population in the state actually pur 


chases 5.4% 


—— 


advertising in the Worcester Pore : 
Gazette. Daily circulation in excess of 
140,000 scat over 100,000. 
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Consumer Credit 
Needs Increase, 
Reserve Reports 


WASHINGTON—Total consumer 
holdings of liquid assets continued 
to increase in 1948, Federal Re- 
serve said Friday, but a larger per- 
centage of consumers was forced 
to rely on credit in order to buy 
durable goods. 

From reports of the Survey Re- 
search Center of the University of 
Michigan, Federal Reserve esti- 
mated that aggregate consumer 
holdings of government bonds and 
bank deposits increased from $130 
billion to $132 billion during 1948. 

While savings were in the hands 
of 36,000,000 “units,” in the light 
of population increases, Federal 
Reserve indicated that the propor- 
tion of the public with assets ap- 
parently had declined from 76% 
to 71% during the year. 


ws “The record volume of consumer 
liquid assets at the beginning of 
1949 was available to at least as 
many consumers as ever before to 
enforce their demands for all kinds 
of consumer goods and services, 
for investment in businesses and 
housing, and as ‘nest eggs’ in case 
of need,” according to an article 
in “Federal Reserve Bulletin.” 

“However, in spite of this con- 
tinued widespread ownership of 
liquid assets, an increasing pro- 
portion of the growing potential 
market for goods and services does 
not possess any liquid assets and 
therefore may require credit in 
order to be able to buy.” 

The board’s own confidence in 
this diagnosis was illustrated on 
two occasions recently when steps 
were taken to liberalize credit. 
Only last week, Reserve require- 
ments were reduced to encourage 
$1,800,000,000 of additional bank 
loans. 


gw While aggregate holdings of 
liquid assets did not change sub- 
stantially in a year, the board 
pointed out nearly 30,000,000 
spending units had changes in 
their holdings. About 13,000,000 
added to their assets; more than 
16,000,000—a third of all “units” 
—reduced their savings. 

The proportion holding govern- 
ment bonds continued to decline. 
From six in every ten units, the 
number of bondholders had fallen 
to four and a half out of ten by 
early 1949. The proportions with 
bank accounts did not change no- 
ticeably. 

Nearly half the units that re- 
duced their liquid assets in 1948 
mentioned emergencies such as 
sickness. An equally large num- 
ber mentioned the purchase of an 
automobile or other large durable. 


s Over-all distribution of savings 
has not changed appreciably dur- 
ing the past three years, Federal 
Reserve said. Somewhat more than 
a fourth of all units had no liquid 
assets; a sixth had less than $200, 
another fourth had $200 to $999, 
and about a third had $J,000 or 
more. 

The share held by each tenth 
of the population also showed rel- 
atively little change. 

The top tenth, ranked by in- 
come, had 44% of the liquid as- 
sets, a proportion unchanged since 
a year ago. The 40% in the $2,800 
to $6,000 income bracket had 33% 
of the savings and the remaining 
50% had 23%. 

In terms of dollars, the 5,000,- 
000 units with incomes over $6,- 
000, making up the “top tenth” 
incomewise, had roughly $55 bil- 
lion of bonds and bank accounts. 
The 20,000,000 in the $2,800 to $6,- 
000 bracket had $42 billion and 
the 25,000,000 others had nearly 
$30 billion. 


Arnold Names Keith V. P. 


Joel Keith, formeriy on the edi- 
torial staff of the Arizona Republic 
and Gazette, has been named vice- 
president of Arnold Advertising 
Agency, Phoenix. 
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To Beaumont & Hohman 

Bill Callahan, formerly produc- 
tion manager of Ley & Livingston, 
San Francisco, has been appointed 
an account executive of Beaumont 
& Hohman, San Francisco. 
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‘Alheibions MEDIA DIRECTORS! 


“THE MARKET DATA BOOK IS 
ONE OF MY PERSONAL BIBLES. 


THAT | CANNOT VERY WELL 
GET ALONG WITHOUT IT!” 


George L. Trimble, Media Director of 
Fuller Smith & Ross says this about the 
MARKET DATA BOOK Number — 


FIND IN MY OWN WORK 


There's a mighty good reason for such praise 


—and a reason that's mighty important to YOU: The 

MARKET DATA BOOK Number, published September 15th 

each year, is the only publication in existence which provides infor- 
mation on all business publications in the United States and Canada 
— plus specific and factual information regarding the markets they 
serve. 


It contains 550-pages of important, hard-to-get-elsewhere me- 


dia and market data information. 


The MARKET DATA BOOK Number is never sold separately — 


comes only as part-and-parcel of an INDUSTRIAL MARKETING sub- 


scription. 


BUT amazingly enough, your total cost for the entire 


service is just $3! 


Place your order today on a trial basis. If not completely satis- 


fied you get immediate refund. 
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te RESERVE YOUR COPY —CLIP AND MAIL COUPON! 


INDUSTRIAL MARKETING 
100 E. Ohio Street, Chicago 


Please enter immediately my 1-year INDUSTRIAL MARKETING subscription for 
$3. | understand this includes an informative, monthly issue—plus the giant 
550-page Annual MARKET DATA BOOK Number which will reach me around 
September 15th. 


[] $3 enclosed [] Bill my firm C) Bill me 
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